





VOLUME 108 NUMBER 1 
SEPTEMBER 7, 1935 


i 


EVERIT B. TERHUNE, President 


WILLIAM M. LEBRECHT, 
Executive Vice-President 
Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
LAWRENCE F. DUTTON 
HUGH M. BOWEN 
SAMUEL G. KRIVIT 


EDITORIAL STAFF 


ARTHUR D. ANDERSON, Editor 
RAYMOND L. FITZGERALD, Managing Editor 
OWEN A. THOMAS, Associate Editor 
HARRY R. TERHUNE, Field Editor 
RUTH HARRINGTON, Fashion Editor 
JOHN J. REILLY, Art Editor 
HERBERT B. GOODRIDGE, Make-Up Editor 


Owned, Published and Copyrighted 
by 


1) 


CHILTON COMPANY 
(Incorporated ) 
Executive Offices: 

Chestnut and 56th Streets, Philadelphia, l’a. 
Cc. A. MUSSELMAN, President 
FRITZ J. FRANK, Executive Vice-President 
Vice-Presidents 
FREDERIC C. STEVENS 
JOSEPH S. HILDRETH 
GEORGE H. GRIFFITHS 
EVERIT B. TERHUNE 
ERNEST C. HASTINGS 
WILLIAM A. BARBER, Treasurer 
JOHN BLAIR MOFFETT. Secretary 


BOOT anp SHOE 
RECORDER 


with which is combined The Shoe Retailer 


CHESTNUT AND 56TH STS., PHILADELPHIA, PA. 


Sales Offices 
239 WEST 39TH STREET NEW YORK, N. Y. 





In This Issue 


Voice of the Trade. . 


When Bleeding Kansas Blistered 14 
Distinctive Shoe Windows for Fall 16 
Getting Those Slow Numbers Sold . 18 
New Bags Are Dramatic This Fall , . . 20 
The Editor's Outlook... . 22 
Shoe News of the Week in Pictures 24 
O.P.I. (Original Practical Ideas) 28 
N.S.R.A. News Bulletin . 32 
Shoe News .... ere ee . 49 





ADVERTISING STAFF 


S. G. KRIVIT, E. B. TERHUNE, JR., L. F. DUTTON, E. P. LINGHAM, GOR- 
239 West 39th St., New York, N. Y. DON SCOTT, FREDERICK A. RUS- 
Telephone: Pennsylvania 6-1100. SELL, 140 Federa’ St., Boston, Mass. 





Telephone: Liberty 4460. 
B. C. BOWEN, PHILLIPS G. TERHUNE, 

ROBERT A. GALLAGHER, 209 S. 

State St., Chicago, Ill. Telephone: 

Wabash 8058. 

— H. WALTER SCOTT, Chestnut and 56th 

HUGH M. BOWEN, 1627 Locust St., St. Sts., Philadelphia, Pa. Telephone: 

Louis, Mo. Telephone: Garfield 3347. Sherwood 1424. 


Member, Audit Bureau of Circulations: Member, Associated Business Papers. 


Punlished every Saturday. Subscription Price: United States and Possessions, Mexico, Cuba, $3.90. 
Canada, $2.60 extra; Foreign: $10.00 a year. Single copy 25 cents. 








Se 


aT 


EE ta 





Page |0 


AR 





s 


BOOT AND SHOE RECORDER, September 7, 1935 


EVANS RUBY KID 


Millions of men prefer the comfort of Kid Leather 
shoes and will continue to wear them thruout the 
years. NOW—thru the most up-to-date process of 
COMPO welded welts greater flexibility and comfort 
will be enjoyed by wearers of Kid Leather shoes. The 
superior flexibility of COMPO welts are too well- 
known for us to farther emphasize them. 


profitably day after day thru the vear. 


We are asking our customers to stock these two shoes 
and feature them. We know the results will please 
every one who handles them. 

To make these shoes more outstanding we have 
made the price exceptionally low without sac- 
— quality. “The quality must be high.” Here 
it is: 


The National reputation of Evans Ruby John R. Evans Ruby Kid Uppers 

Kid has been firmly fixed among the COMPO Welded Welts (manufactured) 

products of quality. Prime (10 iron) Oak Bend Soles 

In combination: CARTER brings you two Select Grain Leather Insoles 

shoes which can be sold in volume and Price $2.60. Terms 4% 20, Net 30 days 
TRADE MARK i 


WELDE 


D WELTS 


Every Pair Fully Guaranteed for Fit, Comfort and Wear 


Style No. 37 Style No. 87 
In-Stock In-Stock 
Widths D, E, Sizes 6 to 12 Widths D, E, Sizes 6 to 12 
Price $2.60 Price $2.60 


4% 20, Net 30 Davs 1% 20, Net 30 Days 










J. W. CARTER COMPANY 
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VOICE or THE TRADE 


J. A. COX. head of the Robinson 
Shoe Store in Kansas City, said: 

“One fundamental in business is 
that a store must give the public 
something for their money. ‘That 
does not mean giving away shoes 


or selling at a loss. It does mean 


charging a fair price for a good 
article.” 





CELEBRATING the 82nd_ birth. 
day-anniversary, the Wilson Shoe 
Store of Muscatine, Iowa, dips into 
history. The Wilson Shoe Store 
claims to be the oldest shoe store 
in Iowa and possibly the Middle 
West in point of service. 

The store was opened in 1854, 
five years before the first railroad 
ventured across the Mississippi. 
Shelving and fixtures were brought 
down the Ohio by boat. 

Six men left the store in soldiers’ 
uniform during the Civil War and 
the first battle they fought was at 
Wilson’s Creek, Missouri, a very 
hot engagement. They have been 


in every war since and during the 
World War two men left the fitting 
stools to shoulder guns in France. 

One of the old shoemakers has 
the unique record of working 49 
vears and seven months without 
ever having been 


late, sick or 





absent—-barring two and a_ half 
days for jury service. 

The store is owned and operated 
by Robert C. Wilson. Thomas P. 
Wilson, and another generation of 
sons-—Courtney. Jack and Dick—- 


are associated in the business. 


* * * 
E. P. SIMMONS. vice-president 
and general manager of Sanger 
Bros.. Inc.. Dallas. Tex.. says: 

“A 10 per cent to 15 per cent in- 
crease in retail sales is generally 
anticipated in Dallas this Fall. 
Reasons for this are better, more 
favorable conditions, such as abun- 
dant crops. steady prices with a 
trend toward higher prices, im- 
proved conditions in the oil and 








cattle industry, and the expendi- 
tures for preparations for the Texas 
Centennial in 1936. Thus more 
purchasing power for everyone. 
Likewise I look for generally im- 
proved retail business nationally, 
this Fall. Delayed improvements 
and replacements which are now 
getting attention and action, and 
the heavy industries will thus em- 
ploy more people with resulting 
benefit to purchasing power. There 
is also improving business senti- 
ment and confidence.” 
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JOHN W. SHOWALTER, proprie- 
tor of the Foot Health Headquar- 
ters in Kansas City, savs: 

“It takes a bigger salesman or 
merchant to miss a sale than to 
make one. If a sale is missed right, 
it isn’t missed at all. It is just a 
case of postponed action. Ordi- 
narily a salesman sells as easily 
as he can, with as little salesman- 


ay 
aah al 








ship as possible. Now, the natural 
reaction of the customer to the 
salesman who has taken a complete 
record of the customer who did not 
buy is “That man took more pains 
in not selling me than most people 
did in selling me.” A vast per- 
centage of these customers come 
back. Hence that is what I mean 
hy ‘delayed action’.” 


* * * 


JAM ES L. PAINE, chairman of the 
hoard, The Crescent of Spokane, 
Wash.. says: 

“The present tendency of busi- 
ness in this section of the Northwest 
indicates that consistent gains will 
continue throughout the Fall sea- 
son. Conservatively speaking, a 
gain of 10 per cent should be an- 
ticipated for this area. 

“Business in Spokane and vicin- 
itv depends to a certain degree 
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upon agriculture, mines and lum- 
ber. These industries are active. 
Families from other localities are 
coming in large numbers. The 
population is increasing quite rap- 
idly. Many new homes are under 
construction. The Grand Coulee 
Dam now being built employs 3000. 
All of this points to increased 
business in the Inland Empire. 
“Higher quality merchandise 
seems to be in greater demand. In- 
creased prices in some commodities 
all give promise of larger volume 


for Fall of 1935.” 


wy | ace, | 

HERE is no one to blame for 
trade being other than good but 
the man in charge of the store,” 
was the surprising statement of 
Harry E. Peverly who manages the 
men’s shoe department in the D. L. 
Pincus, Inc., clothing store in San 
Antonio. He further said: 

“There are plenty of opportuni- 
ties to sell men’s shoes right here 
in San Antonio and Texas. There 
is no good reason why we should 
not do a good job. We have the 
location, the shoes and the shoe 
knowledge. If I do not get the 
business, | know no one is at fault 
but myself.” 

With that thought im the back 
of his head, Peverly goes out gun- 
ning for business through contacts 
with visiting orchestras, outside 


schools, here, there and everywhere 
and gets it. 


men may be 








JAMES B. JONES, vice-president 
and general manager of Crowley, 
Milner & Company of Detroit, 
Mich., says: 

“We anticipate approximately 10 
per cent increase in retail sales here 
in the Fall months of September, 
October and November over last 
year. This will be due, we believe, 
to a better general feeling of the 
buying public, the low supply on 
hand with the consumer, the great 
Public Works program. Jn_ this 
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MOMENTUM 





—John Benson, president of the 
American Association of Adver- 
tising Agencies says: 

—"Some good people feel that we 
would get more out of life if there 
were less momentum in it, if we could 
slow down the swirl and strife of 
commerce, live more quietly, have 
fewer things and more leisure to en- 
joy what we have.... " 


—An alluring thought for most of 
us—especially when we become 
physically fatigued or mentally 
depressed; but—as Mr. Benson 
points out— 


— "with less momentum, there would be 
less wealth produced, less distributed 
to the masses and much of our ma- 
terial progress would stop." 


—Whether we like it or not, we are 
a materialistic people living in a 
materialistic age. 

—The machine will always be a fac- 
tor in our life. 

—lts crashing din may deafen our 
ears, its endless production may 
baffle our social and economic 
senses; but its advantages will be 
found to far outweigh any dis- 
advantages. 

—The machine will of itself create 
that opportunity for leisure which 
we so naturally crave. 

—Strange, isn't it, that the thing 
we most fear oftentimes begets 
the thing we most desire. 


Finvit Tol = 


President 





locality they are preparing to pre- 
sent the new automobile models 
about sixty days earlier than last 
year, which I believe should stimu- 
late business. Better prices for 
livestock and crops and the Public 
Works spending will, I believe, jack 
up sales all through the country 
during the Fall. We expect only 
a reasonably increased demand for 
better quality merchandise in the 
Fall, mostly in the medium price 
brackets.” 


THE bill to make it illegal “for 
any person engaged in commerce to 
discriminate in price of terms of 
sale between purchasers of com- 
modities of like grade and quality,” 
introduced in the House by Rep. 
Wright Patman (Tex.) and in the 
Senate by Floor Leader Joe Robin- 
son (Ark.), has reached the stage 
in the Judiciary Committee hear- 
ings where the case for is in, and 
the case against is yet to be heard. 


*% & % 


Dr. CHARLES E. SPIERS, pro- 
fessor of the Leather Sellers’ Col- 
lege of London, England, was in 
Peabody, Mass., the other day and 
he talked of leather making to the 
enlightenment of tanners, and of af- 
fairs in general to the entertainment 
of Kotarians. This college in Lon- 
don is old established and its pro- 
fessors have been comirg here off 
and on for years, and now some of 
the local tanners are thinking it 
would be advantageous to have the 
counterpart in this country. 


* * % 


LANDING large-size leather orders 
has been more or less a part of the 
daily life of William F. Hickey, 
New England manager of John R. 
Evans & Company, for the past 30 
years. His recent catch, however, of 
an eleven and a half foot blue sk * 
weighing 580 pounds, will pre 

stand for some time as a 

when members of the ' «= ~ .on 
League gather around ..cside 





to discuss the season’s achievements. 

In company with a group of 
leather men and other guests, which 
included Francis Ouimet, national- 
ly known golfer, Mr. Hickey, in his 
50-foot yacht, the Redmac, made his 
sensational strike 35 miles off Har- 
wichport, on Cape Cod, where his 
Summer home is located. It re- 
quired more than two hours to land 
the big fellow, who was finally 
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gaffed by members of the party be- 
fore pulling him aboard. 

For the skeptics who may doubt 
the story of this unusual catch, mo- 
tion pictures were made of the strike 
and the battle which preceded the 
landing of the shark aboard Mr. 
Hickey’s boat. 


*% * 


JIM JEFFRIES in the Saturday 
Evening Post says: “I found that a 
guy that was up there couldn’t work 
as well as a guy that was on his 
way. Getting ready for the Sharkey 
fight 1 worked hard. I put in seven 
weeks of the toughest kind of train- 
ing but | didn’t eat it up the way 
I used to. It was just work. I guess 
the same thing happens to anybody 
that gets where he is going, and 
there is nothing to do but try and 
stav there. It gets to be just work.” 


* 


* * 


N. M. WILCHINSKI, president of 
Younker Brothers, Inc., Des Moines, 
Iowa, says: 

“If July is any indication, we 
hope for a higher volume in our 
state during the Fall of 1935, and 
I think we should go 8 per cent to 
10 per cent ahead. The main fac- 
tor will be the money that is being 
poured into Iowa by the national 
government. I also feel f1om pres- 
ent indications that business 
throughout the country should show 
a marked improvement this Fall, 
and for practically the same rea- 
son. I believe that there should be 
an upward trend in the unit sale 
this Fall, which means, of course, 
a demand for a little better quality 


merchandise.” 
% * 


* 


% 


lr there is any finer bunch of fel- 
lows serving the shoe industry than 
those who make up the Leather and 
Allied Trades Associates of Mil- 
waukee, our guess is you will have 
to look for them in some other shoe 
center. Anyway, if it takes ma- 
cHines to make products, it is a fact 
that it takes men to sell those prod- 
ucts and therein result the human 
contacts which make interesting the 
job of producing shoes for the con- 
sumer. 
Once each year the Milwaukee 
crowd get together for a day’s out- 
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ing, this year at the North Hills 
Country Club, and have for their 
guests the shoe manufacturers. 
August 20th was the day—perfect 
for golf, cards and what not. Sixty- 
nine golf prizes whetted their golf 
appetites! One hundred twenty-five 
was the total of members and 
guests. 

Fred C. Atkinson as master of 
ceremonies did the honors at the 
evening’s closing banquet. Mem- 
bers present were: F. C. Atkinson, 
O. W. Abel, Maynard Adams, Jesse 
Broxham, H. J. Bauch, Mannie 
Block, John Rudolph, J. G. Free- 
man, L. R. Gildea, George Callen. 
Dan Gutman, J. F. Hanlon, Alex 
Campbell, Walter Hardtke, Don 
Jones, Frank Kelley, A. T. Karow, 
A. F. Kruse, C. F. Kennedy, 
M. R. Levoy, John Mueller, Jr., 
Alex Mueller, G. G. MacLachlan, 


Harry McMahon, Bob Mathews, 
Ted Simons, Vet Weyenberg, J. 


G. Milligan, Mike Niles, R. J. 


Ny | 
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O’Brien, George Oberwinder, Phil 
Ott, W. B. Pachaly, Bill Schan- 
ley, Charles Laucks, J. K. Reynolds, 
Frank Ripple, Ray Schneider, Pat 
Krowley, H. I. Stewart, C. J. Sieg- 
man, Harry Silver, L. W. Staab, 
John Ward, Carl Vogel, H. A. Van 
Horn, A. A. Wakeford, Irwin Weh- 
meyer, Ed Wenzel, Wm. Morgan, 
Louis Greenebaum, C. E. Becker. 
Guests included: C. F. Becking, 
Harry Atkinson, B. C. Bowen, E. J. 
Beckman, Fred Callies, E. W. Dres- 
ser, Dwight Ellis, J. A. Felder, Ed- 
. win Gallun, Phil Gould, Herbert 
Gaenslen, Leslie Heald, C. L. Hag- 
evman, C. S. Howell, Wm. James, 
Chas. Jellema, Chester Krauthoefer, 
D. R. Lepper, Robert Lockerbie, 
Ralph Lidster, Chas. McGarrity, 
Fred Moritz, G. N. Pullman, Chas. 
Pfeifer, H. E. Russell, J. R. Riley, 
E. W. Reed, M. A. Sweeney, Irwin 
Seidel, Ed Sykes, Fred Uihlein, 


Dick Vohl, W. D. Williams, James 
Woods, Wm. Weidner. 
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WHEN Bleeding KANSAS’ 


Drought and Dust Might Have Been Ex- 
pected to Paint a Desolate Picture in the 
Wheat Country, but the RECORDER'S 
Field Editor Found Conditions Substantially 
Improved, with Prospects for Further 
Betterment This Fall. AAA Checks Have 
Paid Off Old Obligations and Now the 
Farmers, Counting a Partial Crop Better 
Than None, Are "Open to Buy" a Lot of 


Accumulated Necessities. 


Ir was hot those days coming down from Denver, the 
“Mile High City,” crossing the desert country of East 
Colorado and West Kansas on the way East. 

For the first time in over two years this -section. 
where the famous dust storms originated, was covered 
with vegetation, not merely sagebrush and weeds, but 
enough to hold the dirt. It was slow driving, due to the 
blistering heat, and there was not much to see along the 
way save an occasional farm house—bare, dusty and 
treeless. 

Farmers threshing foot-high wheat in western Kan- 
sas expressed satisfaction at being able to realize from 


seven to ten bushels to the acre. After two years of no 
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crops, any crop is a harvest. “We can make money on 
one good crop in three,” I was told. But what they con- 
sider a good crop is three times the present yield. 

With all this in mind, especially after several weeks 
of hearing optimistic forecasts of early Fall retail shoe 
husiness from shoe merchants, department store buyers 
and merchandising managers, it seemed natural that a 
real sob story on local conditions would be in the bag 
when | reached Salina, Kan. 

Salina depends on outside territory for miles around, 
-o if Kansas drought conditions were only half as bad 
as pictured in the press, this city would be in a pretty 
had way as far as retail trade was concerned. 

All that was running through my head as I drove into 
Salina one hot Saturday morning. Here was a chance to 
zet some real facts first hand from a section which had 
been hit hard by the drought. Poor “Bleeding Kansas!” 
Only as far as discernible. it wasn’t bleeding: it was 
blistering. 

In the first store visited, Stieffel’s department store, 
Drell Nothern, the shoe buyer, had me meet J. Vehon, 
the executive vice-president. From them. in the first 
minute of conversation, it was learned that according to 
l. S. Government figures for the year 1933 (drought 
vear in Kansas) retail sales in Salina had topped all 
cities of its size in the country. Here is a city of 20,155 
that reported retail sales of $7,269,000. All this and 
more too was contained in a full-page story appearing 
in the Salina journal. Right then and there the sob 
story went blooey. 
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The Journal story in part said: “The list of cities on 
the right of this page contains 106 towns in 27 states 
with populations ranging from 20,155 to 54,784. Salina, 
the smallest city in the entire list shows the largest 
amount of retail sales for the year 1933, the figures 
being compiled from the 1933 United States Census of 
Retail Sales.” 

Stieffel’s management does feel optimistic for Fall. 
Business has shown an improvement all the year. Even 
though the Spring rains made the wheat look good 
four months ago. what looked to be 30 bushels to the 
acre crops turned out to be about one-third that yield. 
If there had been no farm relief farmers would have 
been in terrible shape. The feeling now is that the AAA 
lras served its purpose, many back debts have been liqui- 
dated. and this section can get along without outside 
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aid. City people and farmers alike learned in the past 
few years to get along on bare necessities. Even people 
who had money were afraid to spend it. Now that most 
everyone is getting back on his feet again, they are 
wanting a lot of things—shoes, clothing, furniture and 
automobiles. things they have been going without for 
so long. 

“This store, (Stieffel’s) has been here since 1912,” 
said Mr. Vehon. “Whenever this country got a good 
crop, we have enjoyed a wonderful business. We are 
in an agricultural country and know we are out of the 
woods. This country should do 15 per cent to 20 per 
cent more Fall business in comparison with 1934. We 
are sure that we will get our fair proportion as we have 
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By HARRY R. TERHUNE 
Field Editor, BOOT AND SHOE RECORDER 


kept up the quality in all departments and have let the 
other fellows who saw fit fight for the low-price trade.” 

Now to visit a couple of shoe stores. J. R. Epp has 
been running a store in town for thirteen years and 
has a good, live, five-man establishment. His Summer 
stock was all cleaned out and by Aug. | he started to 
show new Fall shoes. He, too, was planning a 15 per 
cent to 20 per cent increase over last Fall and was set- 
ting his stakes that way. As Mr. Epp pointed out, there 
are few good shoe stores in Kansas west of Salina, as 
the shoe volume in any of the dozens of towns around 
would not warrant any man carrying stvle and. size 
ranges in good merchandise which the trade demands. 
Consequently, all this trade comes to Salina. 

Next door, George O. P. Sietz is looking for a decided 
increase in sales in his better-grade shoes. His men’s 
lines at $5 and $6.50 are excellent volume producers, 
but his $8.75 shoes are showing real action. On the 
women's side, the medium prices of $6.50 to $8.50 will 
hear the brunt of the increased Fall volume, he predicts. 
There was a decidedly cheerful tone in Mr. Sietz’s con- 
versation. For him the outlook is very bright for the 
immediate future. His stocks are in first-class shape, 
his store has been recently remodeled and air-condi- 
tioned, so in spite of the other 25 shoe stocks in town, 
he thinks well of the retail shoe bu-ine--. 

One thing was learned here, namely, that there was 
a lot of hooey written about conditions in Kansas. At 
the most, an inch of dust moved away from the farms, 
only to have most of it return the next day when the 
wind changed. Western Kansas has always had droughts 
of one to three years’ duration and probably always 
will have them. They also have high winds during the 
Spring. As there was no vegetation on the desert for 
18 months, with about six inches of fine dust on the 
farms, the dust storms were a natural consequence when 


the winds came. 


The country is basically good. When a normal rain- 
fall happens western Kansas has the most productive 


soil in the world, but that only happens about once in 













three years. Due to the amount of moisture in the sub- 
soil 1936 should produce excellent crops. Anyway, 
that’s what the most optimistic people in the country 
think. 

Now for a few opinions from Topeka, the state capi- 
tal, a city which has steady payrolls from the Santa Fe 
Railroad headquarters, local insurance companies, as 
well as the state office employees. 


Forrest Spaun, Palace Clothing Co.-‘Unless we 





have a rank crop failure, which is so far removed from 





probability that it is not worth considering, we will do 
[TURN TO PAGE 59, PLEASE | 
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DISTINCTIVE SHOE WINDOWS 


SHOE stores everywhere are now bending their efforts 
toward the effective promotion of their new Fall shoes 
and striving to create window displays that will do full 
justice to the fascinating new merchandise which they 
are offering the public. This week we illustrate a group 
of early Fall windows photographed in New York and 
Boston and reflecting the most recent trend in shoe 
windows. They are selected as excellent examples of 
the modern school of display design that aims, not 
only to achieve an artistic and beautiful effect, but also 
to fulfill a practical promotional objective that will be 
reflected in more pairs sold at the fitting stool. 

These windows illustrate a type of display to which 
special reference was made in a recent article in the 
RECORDER, where the object is to focus attention on a 
group of shoes having some style feature in common. 
Thus the two Slater windows were planned to promote 


flat heel types of shoes in two different leathers, while 
the Wilbar display represents a showing of short vamp 
shoes featured by this firm under the registered trade 
name “Frenchies.” 

Back of this practice of featuring specific groups of 
shoes in individual displays there is a definite mer- 
chandising principle, based upon the theory, which 
has now been abundantly proved in practice, that more 
pairs can be sold over a given period by taking one 
style or group of shoes at a time and focusing advertis- 
ing and promotional effort on that group; then turning 
the spotlight to another group, and so on through the 
season. This method replaces the former practice of 
making every shoe store window display a general 
exhibition of all the styles, leathers, colors, lasts and 
types of shoes in stock. The newer method is distinctly 
in line with modern promotional practice and makes 











J. & J. SLATER, New York 


An early Fall window display, from 
Fifth Avenue, featuring a group of 
alligator shoes in the flat heel 
models, now so prominent in 

the fashion picture 


Clever treatment of back- 
ground and display stand. 
Another Fall window by 
J. & J. Slater in which 
low-heel ties are 
shown in a clever 
tie-up with bag, 
hosiery and ac- 

cessories 
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for FALL 


Novel Group Displays, Fea- 
turing New Trends in Types 
and Materials, Provide a 
Fresh Promotional Impulse 
as the Autumn Season 
Gathers Sales Momentum 
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WILBAR SHOE COMPANY, Boston 


Clever use of the three-dimensional window by Wilbar Shoe 
Company of Boston to introduce their Fall line of short- 
vamp shoes, the registered trade name for which is 
"Frenchies."" Background is a faithful reproduction of a 


French village worked out in subdued shades of red, orange, 
blue, green and gray. 
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for a closer tie-up between window displays and ad- 
vertising, both of which are planned to concentrate 
sales pressure on the season’s best selling styles. 

The accompanying windows by Slater and Best & 
Co. are excellent examples of the “low slung” type of 
window now so much in vogue. The balance and har- 
mony of the arrangement of merchandise is especially 
noteworthy, for this element of balance is most im- 
portant in building an effective display. Note how the 
converging lines of the several rows of shoes tend to 
direct the eye of the prospective customer to the focal 
point of the display, namely, the sales message. These 
displays are not simply attractive groupings of shoes, 
designed to produce a pleasing impression on the casual 
window shopper. Each one of them is planned around 


BEST & CO., New York 


Opening Fall window display by 

Best & Co. A simple, well-bal- 

anced treatment featuring a 

yroup of shoes for early Fall 
selling 


a definite sales idea which will appeal to a particular 
class or group of people, and designed to carry this 
idea directly to the audience it is desired to reach. The 
simplicity, symmetry and balance of the windows help 
to get the idea across. There is none of the confusion 
which so often impresses one on looking at a window 
filled with shoes, confusion which results very often 
from the fact that there was no definite plan or purpose 
in the mind of the person who designed the display. 
Under these circumstances the display man often does 
his best to show as many shoes as he can, as interest- 
ingly and attractively as he is able with the material 
at his disposal. But the result is likely to be just a 
windowful of shoes when the display is finished, and 
[TURN TO PAGE 38. PLEASE | 
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T HE following plan has been devised, after many 
years of study, as a means of reducing the seasonal 
markdowns which it has been necessary to take as a 
loss ever since retailing was established. In reducing 
your markdowns at the close of the season, you naturally 
increase the amount of your gross profit. This, in 
turn, makes more net profit, after the expense of oper- 
ating has been deducted from the gross profit or trad- 


ing margin. 


Many shoe stores have, and always will have, sys- 
tems that they use whereby the salesmen are given extra 
money for selling certain types of shoes which have 
become slow movers and undesirable numbers to carry 
in stock. The trouble with most of these systems is 
due to the fact that there is little to interest the sales- 
men, other than the fact that they will receive a certain 
definite P.M., expressed in money, for their extra 
effort. Continuing this kind of a system from day to 
day, it naturally grows old, and unless a department 
manager is of the exceptional type, more or less laxity 
develops. Therefore at the end of the season there are 
more shoes to be sold at a low figure than otherwise 
would be necessary. 

The system herein described presumes that in the 
average shoe stock there are perhaps about 25 per cent 
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GETTING Those 


A Practical Incentive Plan to Induce 
Salespeople to Put More Pressure Be- 


hind the P.M. Class of Merchandise 


By 
M. L. OWEN 


Secretary and Controller, 
Charles F. Berg, Inc., Portland 


to 30 per cent of the shoes which show some signs of 
being slow movers. Their types, patterns, leathers, 
etc., may be perfect for some stores, but due to the 
buyer not being exactly 100 per cent in his selections 
for his own particular store, community and clientele, 
these stocks naturally fall into the reduction class, or 
have to be sold under pressure. The majority of 
shoe merchants wait until the end of the season, and 
then group the remaining numbers that they wish to 
clear, take tremendous reductions, and sell them from 
the price standpoint. 

Over years of operations, it has become customary to 
accept the fact that reductions will run a certain per 
cent, which is usually, and most always, too high. In 
the new order of things, as I see it today, there are 
always better methods than the common figure ex- 
pressed in various compilations throughout the coun- 
try. There is always the idea that an improvement can 
be made on any system that has been devised, or will 
be devised in the future. It has been my principle not 
to accept the common or average figures, but to set 
up a program with the ultimate idea that a certain 
profit is to be maintained, and to work definitely toward 
that goal, using ideas that may seem, on the face, 
extremely elementary, or in other words, plain crazy. 

The method that I am going to outline in detail has 








‘i 





BOOT AND SHOE RECORDER, 





September 7, 1935 





Page 19 


SLOW NUMBERS SOLD 


proven a success in reducing markdowns, and by so 
doing has enabled a department to have a cleaner 
stock and to be able to buy shoes instead of carrying 
slow numbers over at the end of a season. 

First, determine what shoes are your slow selling 
numbers. Do this at the start of each season. and add 
to the list other shoes as the season develops. Do not 
reduce the shoes until absolutely necessary, or until 
it is proven that by the system following, they cannot 
be sold at the prices at which they have been reasonably 
marked. Let us presume, for example, that you have 
600 pair of shoes that you would like to have sold 
without taking reductions. The next step is to pre- 
determine what you are willing to spend in P.M.’s to 
your salesmen for the selling of these shoes. rather 
than taking markdowns. As an example, let us say 
vou are willing to spend on the average 30c. per 
pair for the sale of these shoes. In other words. 


you are willing to spend $180.00 in extra money to 
your salesmen rather than take a 12 per cent to 15 per 
cent reduction on the retail price of the shoes. 

The next step is to purchase what is commonly known 
as a premium board, or in other words, a punch board, 
that has 600 or 750 holes indicated (see figure below, 
the Salesman’s Board). Certain shoes in your stock 
would be worth one chance on this board; other shoes 
may be worth two chances per pair; three, four, or 
five chances on other shoes. That fact you must deter- 
mine in going over vour stock. The harder the shoe 
is to sell. the shorter the line. the Icnger it has been 
in stock, the greater number of chances. Each pair 
of shoes should be marked on the outside of the box 
in code systems, or by the use of small stars in different 
colors, as to how many chances the salesman gets for 
selling that particular pair of shoes. 

[TURN TO PAGE 38. PLEASE | 
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a great attrac- 
tion for the shoe 
salesmen with 
sporty _ inclina- 
tions. In this case 
the salesman 
takes no chances 
of losing any- 
thing, but may 
win a good ad- 
ditional bit of 
P.M. money. 
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Top Handles . . ; 
Saddle Details . . . Renaissance Elegance, Les 
Are New Notes ~ 


. Military Touches .. . 


DRAMATIC This FALL 


by RUTH HARRINGTON 


gabardine with patent trimming. They are showing the shoe 
oxblood red and the shoe Araby green. They are using a lot of 
gold kid in evening bags to blend with gold touches in evening 
shoes. , 

This matter of harmony, however, between the bag and shoe, Gold Kid 
shouldn’t be taken too literally. That’s another important point 
that the most progressive retailers have learned. In a smart shoe pe — a ond pod 
and bag ensemble, the motif of the bag need not be an exact repe- colored stone ornament, expresses 
tition in every detail of the shoe design. The chances are it will lo = yaa feeling. From 
be a much smarter bag if it doesn’t stick too closely to the pat- 
tern of the shoe. In the newest bags the motifs are big, and splash- 
ing. Bags are so much bigger that little finicky designs on them 
look all wrong. If the relationship between the two accessories is 
a broad harmony of color material and general silhouette—the 
salability of the combination is far greater. The first essential is 
that the bag should stand on its own feet as a smart piece of 
merchandise. 


Bag Fashion Highlights 


INTERESTING shapes first. The “Top Handle” bag has arrived 
. .. and with the acceptance of the top handle comes the oppor- 
tunity to do things with bag silhouettes. “Miser bags,” “feed bags,” 
all kinds of ingenious pouch shapes are in the picture. It used to 
be a tradition that a handle bag was an old lady’s bag—fine for 
Mother’s Day, but not so good the rest of the year! This Spring 
the new styling of handle bags changed all that. This Fall, accord- 
ing to one of the outstanding makers, 70 per cent of style mer- 
chandise has the handle silhouette. 

The next fashion feature is metal trimming—and that means 
mostly gold. Now that the “military influence” has struck with 
such force, these bold gold trimmings are being promoted as the 
military note in handbags. Gold buttons, gold cord, gold tassels. 
gold bars, gold coins, gold rods like a marshal’s baton, all swing 
into step with these new martial clothes. 

[TURN TO PACE 36, PLEASE] 
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size Up and Maintain Peak 
Stocks in Selling Season 


THE Fall season is off to a good start. Indications 
point to a spirited shoe business in all parts of the 
country. The wisdom of early Fall opening was more 
than justified by the results in the sales of school and 
college shoes and early Fall footwear for men and 
women. The weather cooperated in most parts of the 
country by giving a touch of chill and rain so that the 
public would naturally turn to thoughts of Fall foot- 
wear. 

An increase over last year’s volume is to be expected. 
Starting the season early carries with it the obligation 
of watching the best sellers closely—to size up on them 
weekly and to maintain peak stocks in September and 
October. Fortunate is the operator who runs a planned 
business. He was prepared with the right shoes, in the 
right colors and at the right prices for the early cus- 
tomer call and he continues to anticipate public wants 
in sizes and widths. He is confident of increased sales 
because he has the merchandise on hand. The sales- 
people are interested in showing the merits of the new 
goods and the publicity he uses is direct and effective. 

Total shoe production for the first seven months of 
the year was less than it was a year ago by some two 
million pairs. Thjs indicates conservative operation in 
shoes and is somewhat contrary to the general trend in 
other fields. Yet there were manufactured four million 
more pairs of men’s dress shoes in this period. In work 
shoes, production fell off three million pairs, which is 
difficult to explain. Women’s shoes were made in almost 
precisely the same pairage. The great loss in production 
developed in the classification: “slippers and mocca- 
sins for house wear—part leather, felt, etc.,” where it 
totals four million pairs under the production of a 
year ago. 

The leather markets are quiet, indicating that shoe 
manufacturers are not gambling on futures. They are, 
instead, “buying on the market and making on the 
market” and are waiting for a call from the merchant 
before putting shoes into production. So, in the leather 
world, the situation is “a waiting market.” Price quo- 


By 
ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


tations indicate a stable leather market. New business 
is not expected until later, when merchants have sold 
their first lot of Fall shoes and are about ready to enter 
the market for more of the same kind. So, the industry 
in its entirety is looking to action at the fitting stool in 
the early months of the Fall. Increased activity will 
give firmness to all commodity and retail prices and a 
spirited Fall upturn will encourage work and wages. 

The stability of the shoe industry in this country is 
most significant when compared with the spotty situa- 
tion in Europe. A Paris shoe merchant writes: “It must 
he wonderful in America, having no frontier problems. 
Over here you only have to travel for three hours in 
any one direction to find yourself a foreigner. Restric- 
lions. commitments. delays and denials all contribute 
to the difficulty of operation.” 

Business shows a bright front in America in view of 
the adjournment of Congress and all the natural forces 
of recovery going to work in making and selling goods 
for human use. The stability of the shoe business is an 
indication of the strength of America’s position, despite 
the millions unemployed, millions on relief and the 
millions who have to watch their “shoe pennies” to 
see that they get the most for the money and satisfaction. 

Regular business can be conducted in a regular way. 
We will prove that recovery can be achieved without 
artificial stimulation. The action of the merchants of 
New York in setting up a code of practice for the Fall 
season and the action of the merchants in San Fran- 
cisco in developing a Fair Trade Program indicate gen- 
erally the feeling of merchants in all cities and towns 
that good business can-be had by all if it continues to 
be straight business. 
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YOU CAN 
GET 








America’s 


fastest-selling 
soles 







WITH 


EXTRA WEAR 


Make no mistake about this — 





People still want economy in the shoes they buy — whether 
they get it at your store or somewhere else. And they know 
where to look for shoe economy —in the sole. 


There’s a tip for you. Let customers know that your shoes have 
the maximum of extra wear where extra wear is needed most. 


Tell them your shoes are equipped with Goodyear 
Wingfoot Soles and NO SOLE EVER BUILT WILL OUTLAST 
A WINGFOOT! 


Why not start in today to feature these sure-footed, water- 
proof, comfortable, thrifty soles and get your share of 
extra sales with extra wear? 
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WINGFOOT SOLES ax HEELS 
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Shoe News of the Week 
IN PICTURES 





i 


What Shoes Do Men of Affairs Wear? 


Yes, sir, even as you or I, they wear reversed calf and white buck com- 
binations, as well as the more conservative types. Mr. Anthony Eden, 
Britain's League Minister, and Sir Maurice Hankey, Permanent Secretary 
of the Cabinet, favor the conservative tan calf, while Mr. Stanley Baldwin, 
the Prime Minister, sports a pair of tan reversed calf. Sir Robert Vansitart, 
Permanent Head of the Foreign Office, is cool in gray flannels and white 


buck with tan trim 


Haile Selassie's Shoeless Storm Troops 


Crack Ethiopian infantrymen are lying prone 
as they fire through the trees during maneu- 
vers at Waldrand. Barefooted, as usual, 
they are showing considerable tenseness in 
this make-believe. In the near future these 
guns may be pointed at invading troops 
from Italy. Sad news for shoemakers—no 
matter how many millions Selassie spends 
for munitions and uniforms—the budget calls 
for not one cent for shoes 
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Shoe Styles Crash the Newsreels 


Movie theaters everywhere will show dur- 
ing the month of September a news re- 
lease of smart evening footwear, ranging 
from no-heels to “flats'’ to high, through 
the cooperation of Emil Strassburger, 
evening shoe manufacturer of New York 
City. He designed and created the spe- 
cial showing 


The photographs reveal the range of 

fashion. The evening sandal the young 

lady holds is registered, patent pro- 

tected; the silver kid glider... a heel- 

less sandal, very popular with the Holly- 

wood film crowd, was also shown at the 
New York show 
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WHAT EVERY MERCHANT 
SHOULD KNOW 


Yo have to take your hat off to The 
American Weekly. It’s the king of 
magazines, and it rules the field from a 
triple throne . . . SIZE . . . CIRCULATION 
...SELLING POWER. This mighty mag- 
azine is the biggest in size . . . biggest in 
circulation of any national periodical . . . 
its selling power magnificently doubles that 
of any rival. Its vividly interesting pages 
are read by more than 5,500,000 families 
every week. The American Weekly con- 
centrates on the richest areas where most 
of the buying is done. You're a lucky man 
when the goods you stock are advertised 
in The American Weekly. It means in- 
creased sales... more profits for you if you 
feature them in your window, on your 
counter, in your advertising. 
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The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed through 17 
great Hearst Sunday Newspapers. In 614 of America’s 995 towns and cities of 10,000 popula- 
tion and over, The American Weekly concentrates 67% of its circulation. 


In each of 158 cities, it reaches one out of every two families 
In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 


... and, in addition, more than 1,982,000 families in thousands of other communities, large 
and small, regularly buy and read The American Weekly. 





THEAMERICAN 
Ciao WEEKLY 


“The National Magazine with Local Influence” 


Main Office: 959 Eighth Avenue, New York City 
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‘With SHORTBACK 
Foot Savers 


we can really fit our customers 





in any style they choose” 


‘6 
As ONE of America’s finest 
exclusive shoe stores, we have al- 
ways made a special effort to offer 
our customers the widest variety 
of shoe styles in patterns, design, 
leathers and fabrics. 


‘But until you developed your 
Shortback Last we have often 
been handicapped—as has every 
other retailer with whom we 
have talked—in the matter of fit. 


“Despite the extensive variety 
of our line, frequently a woman, 
on entering our store has found 
that her particular foot felt really 
comfortable, or really fit at the 
heel, in only comparatively few of 
our styles. Perhaps the very shoe 
she had seen in our window—and 
wanted—simply didn’t fit her 
foot. We had her size, of course, 
in that style. But either the toe 
pinched, or the shoe was too loose 





writes 


HERBERT J. RICH 


of B. Rich’s Sons 
Washington, D. C. 


HERBERT RICH, owner of B. Rich’s Sons, 
leading shoe establishment in the Nation’s 
Capital, tells in this article how Shortback 
Foot Savers have stepped up his company’s 
unit of sale through their superior fitting 
qualities. Aggressive local advertising, in 
which the makers share equally, has helped 
increase sales. Newspapers are used regularly, 
also direct mail. In addition, two powerful 
Washington radio stations carry Foot Saver 
programs sponsored by B. Rich’s Sons. 








at the heel. Sometimes by stretch- 
ing at the toes, or re-binding the 
back, or by adding heel pads or 
non-slips we satisfied her. But 
quite often she had to choose 
some other style in order to get 
the proper fit. 














MILTON BROCK... 


Buyer for B. Rich’s Sons, placed an order for Fall 
and Winter Foot Savers which was 22% larger 
than his substantial commitment of last year. 
Rich’s has, for a great many seasons, consistently 
exceeded the high quota which we have set for 
Washington. With the added Shortback feature 
Mr. Brock anticipates even greater volume 
and profits. 








“But your new Shortback Foot 
Savers have ended all that. To- 
day we know from happy experi- 
ence that we can fit any woman 
in Foot Saver shoes—and do so 
without the expense of adjusting 
the shoes to her foot. 

**As a result we are able to fit 
our customers accurately and 
trimly in exactly the styles they 
want and because each style they 
try on fits so well and looks so 
well we find our average sales 
check shows a most gratifying in- 
crease. Women just can’t resist 
buying an extra pair when they’re 
so well pleased. 

“Your new Foot Savers with 
their exclusive Shortback feature 
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have made the shoe clerk’s job a _have always sold readily with our 
great deal easier—and the buy- trade. Now, with their new 














@ You see heels like 
this everywhere. The 
toes may fit but the 
heel is loose. Appear- 
ance and stockings 
have been sacrificed 
for toe comfort. 


er’s too. Shortback construction, our 

“Foot Saver Shoes with their _ sales are steadily climbing to 
attractive patterns, fineworkman- _ new heights, as you readily § 
ship and special support feature know by our orders.” 


Shortback Lasts are exclusive with us. We have applied for 





@®Heel of a 
smart new Foot 
SaverShoe. The 
Shortback Last 
makes the 
leather hug the 
foot—yet the 
wearer’s toes 
are comfortable. 


basic patents covering their design and manufacture. Foot 
Saver Shoes and ONLY Foot Saver Shoes are made over / 
Shortback Lasts. @ If you believe you can do a real business y 
with Shortback Foot Savers in your locality write us today. 
| 8 a ii © 
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side particu- 
larly when 
walking or 
following 
the first 
month’s 
wear. 





®@ ButFootSaver Shoes 
are shaped to hug the 
heel closely, without 
slipping, even when in 
motion, and without 
special fitting or heel 
pads. 
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®@ One of the most attractive retail establishments in Washington, the Foot Saver 
Department of B. Rich’s Sons occupies the entire first floor. Here the wives of 
leaders in the legislative, diplomatic, and social sets of Washington find a wide 
variety of Foot Saver Shoes which, to their critical tastes, satisfyingly combine 
smart styles, perfect fit, and true comfort. 




















NATIONAL — y: Paws | 
ADVERTISING Ta) 


In addition to an aggressive Fall magazine 
campaign in the four magazines shown at the 
tight (combined circulation 7,355,734 
copies per month) Foot Saver Shoes — 
arenowontheairovertheColumbia 1~ 
Broadcasting System each Sunday at L 
12:30 (noon) E.D.S.T. with a triple | 
star radio program person Vivian | 
della Chiesa, sensational lyric so- 

rano, Franz Imhof, noted tenor and 

alph Ginsburgh, famous violinist and 
his String Ensemble. Foot Saver dealers 
whotie-in with FootSavermagazineand 
tadio advertising, by consistent local 
newspaper advertising and frequent win- 
dow displays will profit accordingly. 


: Showtback FOOT SAVERS 


Made Exclusively by 
THE JULIAN & KOKENGE COMPANY ° COLUMBUS, OHIO 


Le Sty suLy Way 


s 


25 Cenry 
ya, 














& 





¢ 


By HARRY R. TERHUNE 
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ORIGINAL 
PRACTICAL 
IDEAS 


Field Editor, BOOT AND SHOE RECORDER 


“ 

More Business — Less Reduc- 
tions” is the sign which Russell 
Werner, San Francisco, always 
keeps in front of his desk. That is 
a mighty good slogan for any busi- 
ness man to keep before him at all 
times. And it is the cornerstone of 
the Werner business, a_ business 
which has gone steadily ahead for 
the past 25 years, so it is really 
more than four words which read 
pretty. Reduced to a few words, this 
means the closer application of 
buying those good classic shoes on 
which a business can be built and 
developed and an avoidance of 
many of the frothy types. 


ori 
Wirn the experience of five fam- 


ily shoe stores to draw on, L. M. 
Barnett, whose main store is in 
Long Beach, Calif., should know 
what it is all about when he made 
the statement that the one big thing 
in running a shoe store lies in the 
ability to please the children. In 
spite of this, he has never made his 
stores children’s shoe stores in any 
way or devoted abnormal space to 
the display or selling of children’s 
shoes. He-finds the average child 
and mother walk into a shoe store 
to buy children’s shoes, having al- 
ready decided to buy in this par- 
ticular store. Barnett’s big job is 
predicated on his ability to satisfy 
the child so well that the kid will 
insist on coming to his store. 

This family shoe trade is the 
backbone of the retail shoe busi- 
ness. These are the people who do 
not spend a lot of money chasing 
around the country or going to ex- 
pensive places to eat. For the most 
part they work for moderate wages, 
see a movie once a week, listen to 





HE COVERED THE COUNTRY 





HARRY R. TERHUNE 


ARRY R. TERHUNE, who writes the stuff 
that appears in this department of the 


RECORDER, has been on a trip. Quite a 
long trip. He started out the week after 
Labor Day in 1934. And he blew into the 
office the Monday before Labor Day in this 
year of 1935. Wearing the picture hat you 
see above, bought and paid for in Texas. But 
it wasn't the hat we were interested in, 
primarily. It was what Harry brought back 
under the hat—and it was plenty. 

Harry drove his Buick car, and he covered 
17,360 miles, visiting 24 states. It wasn't any 
pleasure trip. The idea was to find out what 
was happening in the shoe business. You've 
read his travelogue articles, written from im- 
portant retail centers. He interviewed hun- 
dreds of merchants, manufacturers, traveling 
salesmen, retail salesmen and others connected 
with shoe trade in various capacities. So we 
figured it was about time somebody inter- 
viewed Harry. 

"Tell us what you found out on your travels," 
we asked him. "Give us the low-down in 
twenty words—no more, no less." 

"For a long time people had been buying 
only what they needed," Harry shot back. 
"But now they're buying what they want again." 

There is quite a story in those twenty words, 
once you stop to analyze them. A story of 
renewed appreciation on the part of people 
in good merchandise, including good shoes. 
They are no longer buying shoes, and nothing 
more; they are buying ideas expressed in 
shoes—style ideas, quality ideas, ideas of foot 
health and foot comfort. And therein lies 
the greater opportunity that exists for shoe 
merchants today, an opportunity to profit and 
to prosper through the selling of shoes with 
an idea. An opportunity to build a business 
on the sound and profitable basis of rendering 
to the customer an honest, intelligent shoe 


service. 
—THE EDITOR. 








the radio every night, do a little 
neighborly visiting; in short, they 
are the regular folks which make 
up nearly every community. They 
are the ones who are always in the 
market for a good pair of moderate- 
priced shoes. 

The Great American Family (and 
I am still loosely quoting Mr. Bar- 
nett) as a rule buys better shoes 
than the so-called “big spenders.” 
All of which causes Mr. Barnett to 
watch his children’s business most 
carefully and see that none go away 
dissatisfied. 


OF! 


FITTING stool technique from the 
experience of W. S. Heppel, who 
has the Nunn-Bush shoe depart- 
ment in the Stonestreet & Davis 
store in Fort Worth: “We have 
lasts in our stock to fit every nor- 
mal foot, but that does not mean 
much if they are not sold just right. 
One minute spent studying the foot 
and its characteristics before me on 
the fitting stool, then thinking back 
to the stock, goes a long way in 


‘helping the customer get the right 


shape last as well as the right sized 
shoe. Salesmanship is brought in- 
to play at this point because many 
men seem to want to buy shoes not 
suited to their feet. If we do not 
feel that we are selling the right 
last to a man, we will not sell him 
any more than we would if he in- 
sisted on the wrong size.” 


OP: 


! 

‘T HE way the retail shoe business 
is now, the operator of a shoe store 
must be a good opportunist,” Burr 
Dace told me. He means just this, 
that what looks good this season or 

[TURN TO PAGE 30, PLEASE] 
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PATENT NO. 1,975,556 


A NEW LABORATORY-CONTROLLED 
LEATHER FIBRE tor BUILT-UP HEELS 


JENKINS, the originator of “NATURO,” has produced “SPECTRO,” a 
leather fibre which marks new heights of accomplishment in manufac- 
turing fibre board for built-up heels. 

“SPECTRO” makes possible more beautiful heels. It has deep, rich, 
graduated shades of permanent color running throughout the fibre, a 
feature that assures permanency to its color values. 

“SPECTRO” simplifies heel building and gives results that are outstand- 
ing in excellence, adaptability and economy. 

“SPECTRO” is a laboratory-controlled fibre of regular weight which does 
not require a special finish to bring out its latent beauty. 

Stylists, heel specialists, shoe manufacturers and dealers agree that 
“SPECTRO” will prove a strong influence in merchandising more shoes 
profitably. 





Write for “The Blue Book of Style” 


GEORGE O. JENKINS COMPANY 


MANUFACTURERS 
BRIDGEWATER, MASS. 

















this month should be promoted to 
the limit. This Los Angeles shoe 
merchant always tries to do and 
have something a little different 
from the other stores in town. Noth- 
ing radically different, but enough 
to keep the public interest sustained. 

For example, a doctor is kept in 
this shoe store who does not sell 
shoes or appliances or do any chi- 
ropody work, but does offer a foot 
relief service. A person suffering 
from minor foot ills pays a flat sum 
for a course of treatment and is 
privileged to come in for as many 
treatments as he likes. It is the 
promoting of new shoes and new 
ideas in shoes through the windows 
and newspapers that brings in the 
great volume of business. 


OPI 
Q UITE a bit of extra business has 


heen picked up by the shoe depart- 
ment of the O'Connor & Moffat 
store in San Francisco, due to a 
little promotion used by Buyer J. 
W. Rasmussen. Some 40 styles were 
shown in the window, one shoe size 
114 and a mate size 11. A horseshoe 
sign connected each single shoe, 
saying: “Sizes 41% to 11.” 

The effect of this window lasted 
for months. Many women told other 
women that the store was specializ- 
ing in large sizes, so the combined 
word of mouth advertising, plus 
the regular store newspaper copy 
and windows, resulted in some fine 
lasting trade. The department is 
now regularly carrying between 50 
and 60 styles in size 11 stvleful 


shoes. 


OP) 


“ 

THE more radical men’s shoe 
styles are the slower they sell,” says 
F. C. Goodwin, whose. men’s shoe 
store is on Hollywood Boulevard 
in Hollywood. In spite of that, fully 
35 per cent of his stock is classified 
as fast and daring patterns. Good- 
win, a young fellow himself, is buy- 
ing shoes for his own individual 
store. What he sells here possibly 
would not sell anywhere else, even 
in the next block. 

A third of Goodwin’s trade comes 
from men connected in one ‘way or 
another with the movie industry. 


4 


ORIGINAL 
PRACTICAL 
IDEAS 


[CONTINUED FROM PACE 28| 


Some of these men and a percent- 
age of the younger men in town 
have a yen for the freakish stuff, sv 
Goodwin is endeavoring to supply 
this demand. There is an easy at- 
mosphere in this men’s shoe store, 
so the response to the shoes which 
are developed somewhat different is 
quite satisfactory. 


orl 


Now try to figure this out. It was 
told me by G. Forde Johnson, who 
operates a men’s shoe store in Los 
Angeles: “The only line of shoes 
which stood up in volume during the 
past five years was the $18 grades. 
We stock six shoes at that price 
against 14 at $12.50 and 12 at 
$14.50. Then we have a few lines 
up to $7.50. We find more interest 
in men’s shoes which retail at $12 
and up in southern California right 
now than we have experienced in 
years. The trade is only buying 
about one pair of these grades a 
year now, whereas in the “old days” 
they would be good for three to 
four pairs. The big point is that 
they are really buying them.” 


vo} | 


SAM ROOS and Harry Evans have 
been operating their men’s shoe 
store in San Francisco for five years 
now. To celebrate the occasion they 
held a birthday party. Official no- 
tice of the party was a postal card 
to the 6800 customers on the mail- 
ing list which read, “Happy Birth- 
day to You. Possibly it is not your 
birthday but it is our ‘Sth.’ You 
have made this birthday possible 
by your kind patronage. In appre- 
ciation we wish to present you per- 
sonally with a gift, a pair of shoe 
bags, if you will come in the shop 
any time during April. Again, 








BOOT AND SHOE RECORDER, September 7, 1935 





thanks.” Over a thousand responded 
to the offer; many of them said 
that April 5 was their birthday, so 
an additional human-interest tie 
was developed in these cases. 

The real big event of this special 
birthday was the coincidence of its 
occurring the same day as the 
Shrine luncheon, which was attend- 
ed by thousands of Shriners. Roos 
and Evans sponsored the luncheon 
and gave away two pairs of shoes 
and 382 shoe bags as attendance 
prizes. As the orchestra and all the 
program was on the air, the entire 
proceedings were dedicated to Pub- 
lic Schools Week, as the proceed- 
ings received wide publicity. 


Or 


uN 

THERE is one question | always 
ask myself when faced with some 
buying proposition,” says Earl D. 
Haney, men’s shoe buyer in the 
Mullen & Bluett, Los Angeles men’s 
clothing store. “ ‘Will it sell read- 
ily?’ For I realize that what I buy 
must be sold again at a profit.” 
Continuing, he said: 

“There must be something built 
in the shoe or about the shoe which 
I know will go over with my trade. 
Many traveling men come in here 
just to sell me ‘shoes.’ We have 
plenty of shoes as shoes. If a sales- 
man has something new and knows 
all about his product, he gets a 
good hearing. Last Spring a man 
sold me an idea on a tennis shoe in 
which he built up quite a little ro- 
mance. As the proposition was 
sound, both of us benefited. The 
selling of this article made many 
extra sales for the house.” 


Or; 
THIS is the “policy of the house” 


of Zimmerman Brothers, whose 
stores are in San Antonio: “Never 
run a sale or a special. We feel 
that the possible number of sales 
lost through not having a sale is 
more than offset by the cost of ad- 
vertising the sale; the profit lost 
and the enemies made. No one can 
run a sale without causing some 
hard feeling.” As this business has 
prospered during its existence, this 
policy must have something to rec- 
ommend to others. 


ge ee 
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practical and popular products of mod- 
ern machines and processes. Leading 
manufacturers and retailers have found 
in UCO Lockstitch and LITTLEWAY Lock- 
stitch Shoes the three essentials de- 


manded by discerning women —- style, 


comfort and flexibility. 


i & sa Pr tee 
Palin Sails ta cca A LAND at a en ncn eh a tas ic 


@ Their rapidly increasing popularity 


is significant. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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“An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety" 


FOUNDED 1912 





To Tell of Paris Styles 





e 








CARMEL SNOW 


Editor of Harper’s Bazaar, will speak on 

Parisian style influence at N.S. R. A. Style 

Conference, Waldorf Astoria Hotel, Sept. 
10, 1935. 


Heard at Headquarters 


T is estimated that over 50 per cent of 
the population own only one pair of shoes. 
1% cad * 

The National Shoe Retailers Association 
will be glad to show exclusive retail shoe 
dealers how to secure insurance at rates 
comparable to rates in effect in chain 
stores, which are usually accredited with 
securing lower rates than are available to 
the single store owner. 

* * * 

Is the quality of the shoes you are re- 
tailing of a standard that is worthy of 
your shop? Are you selling just a cover- 
ing for the foot, or merchandise of a qual- 
ity that will warrant your remaining in 
business for many years? These are ques- 
tions every merchant should ask himself, 
for improved economic conditions are 
creating a demand for better shoes. 

ok wh oo 

Did you read “Buy on the Market—Sell 
on the Market,” by Harry R. Terhune, in 
the Boot ann SHoe Recorper, August 
24th, 1935? 

If not, the writer would suggest that 
you do so at once, as it emphasizes very 
graphically the necessity of turnover. 














| 
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Hooray for Our Side 


United States Hailed as "Supreme Style Center of the World" 
by Former President Geuting of the N.S.R.A. 


| BELIEVE you could take a pretty forward step at this particular time 
in declaring the United States the supreme style center of the world. 

We are not English; we are not French; we are not Italian nor German, 
Russian or Austrian. We are distinctly American. We absorb all peoples 
of the world. We absorb all the ideas of the world and have created a dis- 
tinctively American atmosphere, influenced in part by all countries, but 
nevertheless distinctly American. 

From this have sprung inventions and developments that surpass any- 
thing that Europe has produced. 

Now in fashion, I do not hesitate to say that the growing kids of today 
are far more interested in Hollywood, in what the artists there are doing, 
than in any of the fashion names that were paraded on the front pages of 
this country. These foreign names were always placed in advertisements 
at the opening of every season. 

Well they have lost their charm, if I understand the psychology of the 
younger generation as to style. 

As a matter of fact, many of our stylists who went to Paris and originated 
many things themselves, were never given credit for it by the French 
couturiers. 

It would seem to me that we have a good opportunity to talk a little more 
about Hollywood, New York, Philadelphia and our prominent cities, where 


many originations in the past were promoted as Parisian, instead of the 
American stylists taking credit for them.—A. H. GEUTING. 


Control of Mid-Season Sales 


Wer print below a partial list of shoe distributors in Greater New York 
who have already signified their intention of conforming to the recommen- 
dations contained in the proposals to restrict mid-season sales during the 
regular retail selling period. 

Some slight changes in the plan have been recommended. They will be 
discussed early in September, at which time it is proposed to outline a 
definite policy. 

Among those who have already agreed to the proposals, as recently formu- 
lated, are the following: 


Abercrombie & Fitch 
B. Altman & Co. 
Arch Preserver Shoe Shop, Inc. Andrew Geller Stores 
Philip Bender 
Benjamin Shoe Shop 
Bergdorf-Goodman 
Max Bernstein 

Bonwit Teller 
Coward’s 

De Pinna 

Max Deutsch 
Florsheim Shoe Stores 


Frank Bros. Gustave Pick 

Franklin Simon & Co. Dr. Reed Cushion Shoe Co. 
Rival Shoes 

Julius Grossman Shoes Royal Shoe Stores, Inc. 
Hanan & Son Saks—5th Ave. 

Jay Thorpe Shoecraft, Inc. 
Lawrence Parker Inc. Sondra Bootery 

Lord & Taylor Stern Bros. 

James McCreery & Co. Traymar Shoes, Inc. 
Milgrim’s Vanity Boot Shop, Inc. 
I. Miller & Sons, Inc. | Walk-Over Shoe Stores 
Orthopedic Shoes, Inc. Worth Shoe Co. 
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New York, N. Y. 
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JOHN J. HOLDEN 


Manager 





Significance of Style Conference 


Why Every Retailer Should Try to Attend and, in Any Event, 
Carefully Study Its Reports 


Your VERY EXISTENCE AS A SHOE RETAILER MAY DEPEND ON 
YOUR ADJUSTING YOURSELF TO STYLE TREND CHANGES THAT 
ARE IN THE OFFING. y 


Many in the industry are anticipating changes of paramount importance 
in style trends, and shoe merchants should study the influences that it is be- 
lieved will cause these changes. 

If an unusual demand for footwear in color develops and if the “last” 
style change continues to follow its present trend, it means that stocks be- 
tween now and next Spring should be put in condition to permit the promo- 
tion of merchandise which we think will receive consumer acceptance. 

In this connection it is most important that if you do not go to the Shoe 
Style Conference on Sept. 9 and 10, at the Waldorf-Astoria Hotel in New 
York City, you should by all means study the Style Reports emanating there- 
from and also read your trade press regarding the nrany interesting happen- 
ings during the Conference. 


Footwear and the Movies 


“THE importance of correct footwear to the costume cannot be over- 
estimated. In choosing footwear for the screen, however, I always endeavor 
to make the feet as unobtrusive as possible. Feet, when properly shod, should 
never be obvious, on the screen or off. Women should strive for simplicity in 
the shoes they select. There should never be any ‘tricks’ where shoes are 
concerned. The line and material of which they are made should be the factor 
of prime importance. 

“Evening shoes are the exception to the rule. These may be just as fancy 
as the wearer desires. It is particularly pleasing when the slippers are created 
in a fabric to match the gown. 

“For street wear, however, the shoes should be chosen to blend in perfectly 
with the costume, not to stand out as a separate and distinct unit.” 


ADRIAN, Fashion Designer, Metro-Goldwyn-Mayer Studios. 


* * * 


" WELCOME this opportunity of stressing the supreme importance of the 
correct coordination of footwear to the costume. Always I have stressed this 

oint, insisting that shoes become an integral part of every costume designed 
foe at the Samuel Goldwyn Studios. Footwear worn by lovely Miriam Hop- 
kins, Merle Oberon and the ‘Goldwyn Girls’ is chosen with as much care 
as the gowns themselves. At the moment I am particularly enthused over the 
beautiful new designs and colors that have been introduced in several of my 
latest creations for the Goldwyn Production ‘Splendor,’ being inspired by 
particularly beautiful evening slippers to be worn by the stars. My compli- 
ments to the National Shoe Retailers’ Association. 


OMAR KIAM, Designer for Samuel Goldwyn Products, Inc. 

















Eliminate Needless Sales! 
W E believe one of the most important 


constructive moves that has been made in 
the industry in a long time is the plan to 
eliminate unnecessary sales during what 
should be the regular, normal selling sea- 
son. And in consequence, as a member 
of our Association, we request that you 
support this constructive move by en- 
deavoring to get all the merchants in your 
locality to comply with the proposal. 

We also request that you endeavor to get 
the help and cooperation of your local shoe 
retailing association—and if they exist in 
your community, your Chamber of Com- 
merce and Better Business Bureau. 








A Letter From the Better Business 
Bureau of New York City 


Many thanks for your letter of August 
13th sending me a copy of the communica- 
tion which has been sent to principal shoe 
retailers in New York City, togethér with 
the proposals advocated. 

The proposals have much in them to 
be commended from the viewpoint of com- 
mon sense and of conservatism in selling 
appeal. It is interesting to note, also, that 
the proposals do not attempt to limit the 
so-called price-freedom of the retailer. 

There will, of course, be many retailers 
in New York City who will continue to 
abuse public confidence by untrue adver- 
tising and other methods. We continue 
to stand ready to be of assistance to the 
shoe merchants of this market by action 
against such practices. 

(Signed) H. J. KENNER 
General Manager. 
* * * 


From the Merchants’ Association 


“Your courtesy in forwarding to me as 


an enclosure in your note of August 15 a 
copy of your address to the shoe dis- 
tributors and a copy of the proposal for 
agreement regarding mid-season sales is 


greatly appreciated. 

“T have read this material with keen 
interest and heartily congratulate you upon 
the very commendable effort you are mak- 
ing in this direction. I, however, conceive 
that you may find considerable inertia to 
overcome in securing the application of 
the: principle you are advocating.” 

(Signed) S. C. MEAD, Secretary. 
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CUE from the radio engineer at the con- 
trols of a network hook-up . . . 30 sec- 
onds . . . 20 seconds ... 10 seconds. ..a 
signal from the program director ... and en- 
tertainment is welcomed into seven million 
homes! 


But back of this seemingly nonchalant perfec- 
tion is a tremendous amount of serious think- 
ing and careful planning . .. then hours of 
re-writing, rearranging and rehearsing before 
the program is finally ready for the air. It’s 
PLANNED ACTION! 

If you want your success in the retail shoe 
business to be outstanding, a similar kind of 
Planned Action is essential—and it is avail- 
os you under the Brown Concentration 


When writing advertisers please mention Boot and Shoe Recorder 
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HAS HELPED ME TUNE IN 
ON BIGGER PROFITS 


Writes N. A. Grassfield, who is a 
Brown Plan enthusiast of Waverly, 
lowa. 


In radio program producing or in shoe retailing, it is essential to think 
ahead, and plan to keep a step or two in front of the other fellow. This is 
just what Mr. N. A. Grassfield did back in 1931. His father had operated 
their store successfully for a long time before him, but Mr. Grassfield 


recognized that retailing conditions are subject to change and that the © 


wise operator keeps a step ahead of changing conditions. 


Mr. Grassfield says: 


“It took courage to break away from the old way of doing things and 
join the Brown Plan, but I now have a peace of mind I never knew before. 
With less to worry about, there is more energy to spend on productive 
promotions. 

“The Brown Plan Department is a clearing house for ideas which pro- 
vides a safeguard against retailing mistakes, and develops merchandising 
ideas which help every Brown Plan operator. I credit the Brown Plan 
with supplying the driving force which has made our twenty-year-old busi- 
ness continue to increase its volume.” 


Mr. Grassfield’s experience is typical of that of retailers operating under 
the Brown Plan. As a group, they are the most successful independent 
shoe retailers in America, because they have many advantages not enjoyed 
by their competitors. 


The Brown Concentration Plan permits operation at maximum efficiency 
with 30% to 40% less stock, offering one complete line instead of several 
incomplete ones. It provides the invaluable free services of a corps of shoe 
retailing specialists who cooperate with Brown Plan stores on their man- 
agement problems. These specialists are a reliable source of proven, prac- 
tical merchandising ideas which build sales. 


The Brown Plan can make your shoe business more profitable. Let the 
Brown representative give you the details and the proof. 











Mr. N. A. Grassfield, of Waverly, lowa. 





‘RASSFIELDS 


WE FIT THE FEET 











“Planned Action” is evident in Mr. Grass- 
field’s store front. 


Drow San0¢e Gouge, 
ST. LOUIS 


Manufacturers of the Concentration Line— 
including Buster Brown Shoes for boys and 
girls .. . also the revolutionary new line of 
Air-Step Shoes for Women. 
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Unusual Shoe Signs on Road to Yellowstone 
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On the main highway leading to the Yellowstone National Park, 
Harry C. Lampe, president of the Service Shoe Shop in Huron, South 
Dakota, has erected this unsual series of shoe signs, which attract the 
attention of thousands of tourists who make use of this route by day 


and by night. 


The tract of land on which the signs are located is the property of 
Mr. Lampe, who decided to make the most of its publicity possibilities 


4443 3B DH 


by utilizing it in this way. He calls the place Shoe Park. The signs 
are arranged to read in serial order, and the Doctor Shoe, featured 
by Mr. Lampe, is given prominent place in the display. 

For illumination by night, the ten large shoes in the front row have 
individual spot lights. The Doctor shoe ad stands a little back between 
two archways and the lighting of this sign is by spotlight attached to 

the back of one of the large shoes. 








New Bags Are Dramatic This Fall 


That other important influence, the 
Renaissance, shows itself chiefly in eve- 
ning bags. Metallic brocades, velvets, 
embroideries, colored stone trimmings, 
jewel color suedes .. . all these fit in 
with the gorgeous spirit of Italian 
Renaissance fashions. 

In tailored bags, the new larger sizes 
are especially significant. Leather lin- 
ings in contrasting colors constitute 
a high-style note which lends itself to 
effective displays in the shoe store. 
The biggest news in these tailored 
bags is the “saddle leather” bag, one 
of which is illustrated in our photo- 
graphs. The manufacturer who intro- 
duced this light “luggage” color for 
Fall tailored promotions has tripled his 
original leather order, and is swamped 
on production. As a Fall item this color 
will only apply to high-priced bags, 
because it is designed to wear with 
tweeds, with their limited Fall season 
and high-fashion demand. But watch 
this color, whatever grade of bags you 
sell. You know, of course, that this 


[CONTINUED FROM PAGE 21] 
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Photo, Courtesy A. C. Lawrence 


A suede and calf bag from Goldsmith Bros., 
illustrating the importance of pouch shapes, 
top handles and combinations of materials. 


promotion was responsible for the se- 
lection of “Luggage Tan” as a resort 
and shoe color for 1936. When the same 
color is available in shoes, you will 
have a chance to stage an exciting bag 
and shoe tie-up. 


Belt & Bag Tie-ups 


In this saddle leather promotion, 
matching belts are also featured. And 
the belt as a shoe store item has pos- 
sibilities that few stores realize. The 
retailer is scared off by the size prob- 
lem, not realizing that in many belt 
lines you can get perfect adjustability, 
making a size range unnecessary. We 
saw a line the other day which has 
perfected a number of devices to make 
changing belt sizes a matter of a 
minute! 

In buying belts for shoes, also many 
stores make the mistake as they do in 
buying bags, of being too literal about 
matching motifs. The result is that the 
belts, too closely tied up with the 

[TURN TO PAGE 64, PLEASE] 
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DISSATISFACTION TURNS 
THUMBS DOWN ON SHOES 





SATISFACTION TURNS THUMBS 
UP ON SHOES WITH “BENCH 
BRAND” LEATHER OUTSOLES. 








Signs are often too important to be ignored. The de- 
mand for “BENCH BRAND” outsoles convinces us that 
many thumbs go up when shoes with these bottoms are 
: shown. Any move you make now, which will place you in 
: position to serve your trade with shoes whose soles are cut 
from “The Finest American Tannage,” merits encourage- 
ment. Customers sold on shoes with “BENCH BRAND” 
outsoles are customers well sold on the store’s service. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


b improves the shoe’s appearance when new. It helps main- 
“ F tain the shoe’s good looks while being worn. Spreading 
soles, turned up and frayed edges, are tanned out of it. 


ne e ° . oy eqe 
The virtues of firmness, moisture resistance, flexibility 


ill 
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1g and wear are tanned into it. The natural security of 

GooD ,— leather soles is by our tannage unimpaired. Dealers are 
AS WELL AS justified in being for it. You can benefit by expressing 

” GOOD SHOES preference for it when ordering street, dress, sport or 

nd / heavy-duty shoes. 
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Distinctive Shoe Windows for Fall 


[CONTINUED FROM PAGE 17] 


a mind full of confusion when the pros- 
pective customer stops to survey it. 

It is very important to remember that 
the public can get out of a window dis- 
play no more than you yourself put 


- into it, nor quite as much in fact, since 


the highest degree of skill in planning 
and assembling of materials can never 
be 100 per cent effective in carrying a 
visual impression of the idea you had 
to the mind of another person. But 
what can you expect to tell your cus- 
tomers through a window display if 
you yourself had no particular idea or 
purpose when you planned it? Many 
shoe windows say to the public: “This 
is a women’s shoe store,” and not much 
more. They almost defy the customer 
to try and find the sort of shoe that she 
might possibly wish to buy and wear. 
Needless to say, that sort of a window 
isn’t very much of an asset to any 
store. As a medium of sales promotion 
it is little more efficient than the sign 
above your door. Both sign and win- 
dows ‘tell people you are in the shoe 
business and that’s about all. 

Many independent shoe merchants 
profess considerable concern because of 
the development of chain store competi- 
tion in their communities. They often 
overlook the fact that they have definite 
advantages over the chains which 
should enable them to win out in the 
competitive struggle for survival and 
success. The chains fully recognize this 
and so they strive to make the most of 
what advantages they have. One of 
these advantages seems to be a better 
understanding of the mechanics of mer- 
chandising and sales promotion. The 
chains employ the talents of skillful 
advertising men and of specialists who 
know how to plan and create effective 
window displays. Their windows may 
not involve a vast expenditure per 
store, but they reflect the ability of dis- 


play men who know exactly what they 
wish to do with the windows placed at 
their disposal and who have the techni- 
cal ability to fashion materials and mer- 
chandise into a medium that will serve 
their purpose. 

Shoe men who must plan and build 
their own windows, or leave the task to 
a salesman who happens to have a flair 
for the artistic, are obviously at a dis- 
advantage in competition with this sort 
of trained technical skill. But the dis- 
advantage can usually be minimized, 
and often it isn’t such a serious disad- 
vantage after all. The average shoe 
man knows perfectly what shoes he has 
bought for the season, and the place 
which each style or type of shoe holds 
in the merchandising picture; he knows 
his customers and what sort of shoes 
various classes of customers can be 
counted on to buy. If he will devote 
a little more thought and planning to 
his windows, endeayor to put into each 
of them a real selling message, to make 
every window as simple, attractive and 
interesting as possible, then he can be 
reasonably certain of results that will 
be well worth while. 

It may be necessary for many a mer- 
chant to spend more money than he has 
been accustomed to spending to spruce 
up the appearance of his backgrounds 
or to buy new fixtures, decorations and 
display stands. The expenditure, if it 
produces desired results in increased 
sales, will prove a good investment. In 
any event the independent merchant no 
longer has much choice in the matter; 
he must endeavor to match the chains 
at their own game and beat them when 
the opportunity offers, or else sit idly 
by and watch them make increasing 
inroads on the business that should be 
his. Between the two alternatives, the 
right choice seems obvious. 





Getting Those Slow Numbers Sold 


[CONTINUED FROM PAGE 19] 


The next step is to place certain 
prizes on this premium board and 
arrange them so they will be attrac- 
tive; and on any number that does 
not win one of the premiums as in- 
dicated at the top of the board, a 
certain minimum amount should be 
paid, say 10c. or 15c., depending, 
of course, on how much money the 
board is going to pay out after every 
hole has been punched. The particular 
board indicated shows at the top right 
and left, two $15.00 prizes under seal. 
Directly below the two $15.00 prizes is 
a list of numbers, one of which is 
under the seal. As each salesman 
punches one of the lucky numbers, he 
writes his name opposite, and the $15.00 
on either side of the board is not given 
away until all those numbers have been 
punched out and filled in. This feature 


is worthy of particular mention, namely 
that the salesmen will be more anxious, 
as the board gets older, to see that 
these squares are filled so that the 
winner of the $15.00 prize will become 
known sooner. This naturally aug- 
ments their sales and causes them to 
work harder on the stock, especially on 
the shoes which carry more than one 
chance on the board. Naturally, the 
other prizes are more or less self ex- 
planatory. As the numbers are drawn 
from the board, the cash money is paid 
as indicated. 

The popularity of this plan is also 
due to the fact that each morning the 
boys get their money for the previous 
day’s selling. A small ticket, one-half 
inch by two and one-half inches, can be 
made out and O.K.’ed by the depart- 
ment manager or buyer, as the sales 


are made in the department, indicating 
thereon for the office how many chances 
the salesman is entitled to for selling 
the P.M. shoes. In case any shoes are 
reduced during the season for special 
sales, or for any other reason, the 
amount of chances are reduced more or 
less in accordance with the reduced 
prices. Always bear in mind that the 
cost of selling the shoes is to be a cer- 
tain per cent, and that per cent to be 
determined by the controller. Do not 
make the mistake, when starting this 
system, of making the premiums too 
high, and by the same token, do not 
make them too low. The reason is quite 
obvious, but as a general rule, it is 
easier to raise than it is to lower a 
plan of this kind in cost, and it requires 
a certain amount of deliberation and 
forethought before putting it in oper- 
tion. 

Each shoe manager or buyer must 
be thoroughly sold on the plan and 
must continually check up his depart- 
ment each.’ day; otherwise the system 
will not be effective. This is one method 
by which you can easily tell whether 
or not you have real shoe salesmen, or 
whether the shoes you have sell them- 
selves by reason. of their newness and 
customer acceptance. 

If possible, it is recommended that 
in the department itself, some competi- 
tive plan among your shoe salesmen be 
developed, so that through competition, 
more effort will be directed to the carry- 
ing out of this idea. 

Some stores, in working on a plan as 
above outlined, will be able to make a 
considerable saving in their reductions, 
and for others it may not work as well, 
as it depends entirely upon who is 
back of it, what importance is evi- 
denced in the plan, and what executive 
recognition it is given. There are no 
blanks on this board; or, in other 
words, every chance pays something. 
This system need not cost any more 
than your present system, if as much. 
The boards are very inexpensive, and 
can be purchased in any of the larger 
cities. 





Heads Shoe Division in 
Community Fund Campaign 


BALTIMORE, Mp. — Henry Wyman, 
head of Wyman’s, exclusive shoe re- 
tailers of this city, has been appointed 
in charge of the retail shoe division 
during the annual Community Fund 
campaign which will get under way 
next month. Mr. Wyman is one of this 
city’s younger progressive merchants, 
taking a very active part in civic, com- 
mercial and industrial affairs as well 
as retail shoe activities. 

Irving H. Kohn, president of Hochs- 
child, Kohn & Co., is general chairman 
of the retail group. Joel G. D. Hutzler, 
executive of Hutzler Bros., heads the 
department stores’ division, and Sidney 
Berney, member of the firm of Isaac 
Hamburger & Sons, is head of the 
men’s stores’ division. W. S. Roberts 
heads the leather, rubber and allied 
lines industries’ division. 
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FLEX-EASE BUTTERFLY FOOTWEAR 


“i|VALU BILT|® 


A PROVEN FITTER 


Over a quarter million pairs of 
pumps have been made over the 
lasts used in the production of 
these proven fitters. That’s why so 
many dealers report “the best fit- 
ting pumps I ever had in my store” 
—that’s why the repeat business 
on these pumps is so large. Every 
detail has been skillfully balanced 
to make these pumps form fitting 
and easy wearing. Heel is narrow. 
Throat is so devised it will not - 
bind the foot. Light airy Compo 
construction. Bend soles—Flex- 
ible innersoles. Frederick pumps 
are kept on the last throughout 
the factory process—until they’re 
placed in the boxes. They hold 
their shape, and offer the utmost 
in quality for the price. 














ee eee ee” 6-9 
No. 1007—Black Crepe $1.80 rr ——— 41.9 
No. 1000—Black Patent $1.80 ra “aa aed ae ay 
No. 1002—Black Kiddo Calf $1.80 Bo. 2Y59 
‘ GEOR 214-9 
No. 1004—Brown Kid $1.90 
IMMEDIATE DELIVERY 
No. 1005—Black Suede Calf $2.00 Terms: 5% 10 days, 4% 30 days, less 
No. 1006—Brown Suede Calf $2.00 than 12 Pr. of all styles Net, less than 
2 Pr. Net and .25 Pr. Extra. 























FREDERICK SHOE COMPANY 


(SUCCESSORS TO AMESBURY SHOE CO.) 


DERRY, N. H. 





When writing advertisers please mention Boot and Shoe Recorder 








PROMINENT SHOE MANUFACTURERS) 
LIGENSED TO USE : 
DEL- MAG. PROCESS 


Andrew Geller Shoe Mfg. Co. 
Brooklyn, N. Y. 


Stone Shoe Company 
New York City 

Schwartz & Benjamin 
Brooklyn, N. Y. 

M., Wolf & Sons, Inc. 
Brooklyn, N. Y. 

Tupper, Inc. 

New York City 
Wolff-Tober Shoe Mfg. Co. 
St. Louis, Mo. 

Elbee Shoe Mfg. Co. 
Brooklyn, N. Y. 

S. Ravh & Company 

New York City 
Tilley-Williams, Ltd. 

New Toronto, Ontario, Can. 


H. & M. Rayne, Ltd. 
London S. E. 1, England 
The Lloyd Shoe Company 
Ripley, Ohio 


Liberty Shoe Company 
Lynn, Mass. 





Gregory & Read Co. 
Lynn, Mass. 


Frank Barber Shoe Mfg. Co. 

Long Island City, N. Y. 

Johnson, Stephens & Shinkle Shoe Co. 
St. Louis, Mo. 

Colonial Shoe Company 

Jersey City, N. J. 


Kleven Shoe Company 
Spencer, Mass. 





La Valle, Inc. 
New York City 


And Many Others 





WARNING! 

The Del-Mac Pro- 

cess is protected 

by & United States 
MA opatents - other 
patents pending. 














\ 
\ 


The New USMC Splitting 
Machine, Model & 


: proves the superiority and economy of the 
-Del-Mac process over others in making 
super-flexible shoes. 


\ 


| 
| 
| 


} 
f 


) England 


| 


PROMINENT SHOE MANUFACTURERS 
LICENSED 10 USE 
DEL- MAC PROCESS 


Lotus Ltd. 


Grand Shoe Company 

Haverhill, Mass. 

| De Luxe Shoe Co., Ltd. 
Toronto, Ontario, Can. 


Avon Shoe Company 
New York City 


The Menihan Company 
Rochester, N. Y. 


C. V. Watson Company 
Auburn, Maine 


Craddock-Terry Company 
Lynchburg, Va. 


Grossman Shoes, Inc. 
Brooklyn, N. Y. 


J. M. Connell Shoe Co. 
South Braintree, Mass. 


Feder-Gregg Shoe Co. 
Cincinnati, Ohio 


The Julian & Kokenge Company 
Columbus, Ohio 

George E. Keith Company 
Campello Station 

Brockton, Mass. 

Pedigo-Lake Shoe Mfg. Co. 

St. Louis, Mo. 


The Irving Drew Co. 
Portsmouth, Ohio 


D. Armstrong & Co., Inc. 
Rochester, N. Y. 


Athan Dritsas Shoemakers, Inc. 
Haverhill, Mass. 


And Many Others 
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Heels Are Tested in Practical Use 





Checking results of wearing tests to determine heel performance. 


AKRON, OHI0—The homes, factories, 
playgrounds and streets of Akron, Ohio, 
all serve as laboratories for the testing 
of Goodrich rubber heels. As a means 
of supplementing laboratory tests with 
actual performance data, this manufac- 
turer has worked out a simple yet ef- 
fective plan for the conducting of walk- 
ing tests. The making of such tests is 
by no means a new idea, but the man- 
ner in which this plan has been set up, 
so as to test the product in a wide range 
of service and at the same time com- 
pensate the user for his or her co- 
operation, is somewhat of an innova- 
tion. 

To those chosen for these tests, heels 
are supplied free and are also attached 
without charge. Prior to the issuing of 
these heels, each one is carefully mea- 
sured as to weight and given an identi- 
fying number by the testing laboratory. 
At the time heels are attached, a com- 
plete record is made up, showing date, 
user’s name and address, his weight, 
occupation, type of heels with identify- 
ing numbers and on which shoe (right 
or left) each was placed. The owner of 
the shoes has no choice, of course, as to 
the grade of heels used and must agree 
to submit the shoes for inspection at 
regular intervals. Very seldom are two 
heels of the same kind attached to a 
pair of shoes. In this way it is pos- 
sible to obtain a direct comparison of 
wearing qualities between their various 
grades and types of heels. 

When a pair of heels is placed in 
walking service a similar pair, taken 
from the same run of stock, is supplied 
the laboratory where tests are made for 
tensile strength, elongation, hardness 
and abrasion and all results are entered 
on the record card. At regular intervals, 
ranging from twenty to thirty weeks, 
the test heels are called in, removed 
from the shoe and carefully weighed. 
By comparing the figures thus obtained 
with the original weight of these heels, 
plus the data from the laboratory tests 
of the similar samples, the rate and 
amount of wear are determined. 


In order to establish some common 
denominator by which to measure heel 
performance, the Goodrich laboratories 
have set up certain arbitrary standards 
and test heels are then made up to 
exactly meet these qualifications. These 
so-called “standard” heels are from 
time to time placed in walking service 
in combination with one of the stock 
types to see if the latter meets, sur- 
passes or falls below the established 
standard. 

During the past twelve months over 
fifteen hundred pairs of heels have been 
issued for walking tests. Examination 
of the records shows that the wearers 
are drawn from all walks of life—house- 
wives, factory and office workers, police- 
men, mailmen and school children—and 
the resulting test data have proven most 
valuable to Goodrich in its efforts to 
not only maintain but improve the 
quality of its product. 

Because of economic conditions, peo- 
ple are more than glad to avail them- 
selves of this free shoe service in re- 
turn for their cooperation. A definite 
indication of their appreciation is the 
fact that out of the large number of 
tests started less than three per cent 
were terminated because of the per- 
son’s failure to submit shoes for regular 
inspection. 

By means of this plan Goodrich has 
been able to extend its tests beyond 
the laboratory directly to the point of 
actual, every-day service. This has 
been accomplished without undue ex- 
pense and at the same time has created 
good will both for the product and the 
company. 


T. M. Baker Made Buyer 


BIRMINGHAM, ALA—T. M. Baker, 
prominent in the children’s shoe field 
here, has been made buyer of children’s 
shoes at Loveman, Joseph & Loeb. 


Prior to joining Loveman’s several 


weeks ago he was with the Guarantee 
Shoe Company and the Milwood store. 
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Less Fall Price Resistance 


DaLuas, TEX.—Shoes which are 
standing the test of collegiate and 
other early buyer approval are estab- 
lishing the fact that there is less price 
resistance this Fall, according to Bert 
Eastman, buyer for Neiman-Marcus 
Co. 

Three shoe types which college girls 
are buying at Neiman-Marcus are flat 
heels, important to collegiennes, in ox- 
fords, straps and pumps; sabot straps 
and the boot oxford. 

“Because around 80 per cent of the 
smart new dresses are in black, Du- 


‘bonnet is rating high in the test lab- 


oratory of collegienne buying as an ac- 
cessory with black,’ said Mr. Eastman. 
“We do not recommend an entire set of 
Dubonnet accessories with black, but 
we do like the thought of shoes and 
gloves in Dubonnet with the dress, hat 
and bag in black. ‘The result is in- 
comparably smart.’ 

“Not only are college girls estab- 
lishing the new Fall trend at this store, 
but business is brisk in fitting mature 
customers. Dallas’ best dressed women 
go into Autumn shoes in August de- 
spite the sizzling weather, and so help 
set the style pace for the entire country. 

“Calcutta lizard is standing the fash- 
ion test in pumps, sandals and ox- 
fords,” Mr. Eastman said further. “As 
a matter of fact, semi-closed sandals 
are to be one of our strong fashion 
fortes in several leathers this season. 
This applies to sandals for sports, tail- 
ored, afternoon, cocktail and evening 
shades. The fact that they are not 
entirely open keeps them from being 
shunned as too cold for Winter, and 
makes them especially popular with us 
now. 

“Still another early favorite in our 
department is the Palter DeLiso 
L’Aiglon square-toed shoe in all colors 
—brown, black, navy, Dubonnet and 
gray. Also, a feather-weight oxford 
with square toes and square leather 
heels is taking the sports lead. This 
latter shoe has square, brass eyelets, 
light welting, and is in closely and 
finely perforated brown buck.” 

Later during the season Neiman- 
Marcus will give another boost to the 
shoe department, as during the Spring, 
with an accessories style showing, em- 
phasizing the importance and possibili- 
ties of several pairs of Autumn shoes 
in different colors to give variety for 
each dress or suit in a customer’s new 
wardrobe. 


New Shoe Outlet 


WENATCHEE, WASH.—A fine new 
shoe outlet is opening soon at Mc- 
Bride’s store in this “apple-capital-of- 
the-world” center. This is a new shoe 
department to be owned and operated 
by Fred Siemon, well-known shoe man, 
who will feature nationally known lines 
of women’s and misses’ footwear in an 
attractive setting on the main floor of 
McBride’s. 
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STORE FRONT 
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AFTER: 
The Miller-Jones 
store today ... mod- 


ern, attractive, eye- 
appealing ... given 
by a new Pittco Store 
Front that essential 
“buy here’ look that 
means biggerand 
better business. 





a been the experi- 
ence of hundreds of mer- 
chants who have “Modern- 
ized Main Street” by re- 
modeling their stores with 
new Pittco Store Fronts. 
Pittco Fronts bring the people in, 
widen your circle of patronage, and 
usually pay for themselves quickly by 
the extra business they produce. 
Today, because of the National 
Housing Act, it’s relatively easy for 
you to modernize your store. If neces- 


MITTCO. 


STORE FRONTS 


BEFORE: Here is how the ome of 
oy resent Miller-Jones Shoe Store 

uncie, Ind., looked before it was 
meibratand, 








Pittsburgh Paing 
Prod, ducts 


mies Plate 





lass 


Tapestry Glass 


: COMPANY - 


5 ah i Noy aie 














sary, you need merely apply to a local 
lending institution for a loan (up to 
$50,000) to assist you in remodeling. 
Our representative will gladly help you 
negotiate such a loan. 

But first, you'll need complete facts 
on Pittco Fronts, illustrations of how 
they have helped the appearance and 
the business of other stores, and an 
idea of what they cost. Our store front 
booklet, profusely illustrated, contains 
all this interesting material. Send 
coupon for your free copy. 


! Pittsburgh Plate Glass Company, 
1 2263A Grant Building, Pittsburgh, Pa. 


Please send me, without obligation, your new book 
entitled “How Modern Store Fronts Work Profit 


1 Magic”. 
ee eee ae ev ee 
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City ____. State 
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Bookkeeping made so simple that a high- 
school boy would have difficulty in making 
errors of entry, if he follows the guide 
written in every-day language. 





COMPARATIVE TRIAL BALANCE yun s 



























































































































































































































































































































































































































































The Most Complete Record 


of Finanees in the Most Convenient Form 


CONSISTING OF: 


Complete Bookkeeping 
Guide— 


Daily Records— 
Departmental Records— 


Comparative Statement of 
Income— 


giving you at a glance your net profits over any period 
to date, and any detailed information you may require. 


The least entries —the least work — 
the least chanee of confusion or error. 





Receipts 
NEW GOVERN. 














Daily Record of Salesmen— Sales | 


Comparative Trial Balance— 
Cloth board loose leaf binder. 


84 Q-50 Complete 


Postage Prepaid 


(Check with order, please) 
Unless C.0.D. shipment 
is preferred 


Merchants Service Dept. 
Boot and Shoe Recorder 
209 South State Street 
Chicago, Hl. 


—Please send me the FINANCIAL RECORD, 
for which find check enclosed for $10.50. 


—Please send me sample sheets for inspection. 


Name 
Street 


City 





Sales Compar- 


ison 
Cost of Sales ( 


Returns 


Disbursements 


DAILY— j 
| Itemized Over- 


WEEKLY— 
MONTHLY 
FIGURES 


head 
Net Earnings 


USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC- 
ORD, IT GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY 


DETAIL. 


ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. 





MENT RULINGS 
DEMAND MORE 
ACCURATE AC- 
COUNTING 
THAN IN THE 
PAST. 


REFILLS IN 
STOCK. 





| <————=—QF MAIL THIS TODAY 
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PONTA 
UNIFORM IN TEXTURES 


No detail is overlooked in testing i | : . af | finished material to ee condi- 
: , } tions found in its use as a shoe lining. 

PONTAN QUARTER LINING before it 

leaves the Du Pont plant to become a 











part of a shoe. 


Continual laboratory tests with the best 
instruments known to science are the 
guardians of quality and uniformity. 


This instrument is 
used fo test Pontan 
for its tensile 
strength. 


The microscopic examination of all raw 
materials entering into the manufacture 
of Pontan is made to catch those flaws 
that would pass the naked eye. Finished 
material receives the same test. 





REG.U.S, PAT.OFF. 


A miniature mill of laboratory type is 
used to check repeatedly the various 
steps in manufacturing process. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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have to be particu- 
lar about their boots. 
Walking through 
brush and water they 
require sturdy, water- 
proof, all leather 
boots that will stand 
the gaff. By stocking 
Original Chippewa 
16 inch boots you 
can cash in on the 
popularity they have 
attained among all 
types of sportsmen, 
and make perman- 
ent, satisfied custom- 
ers for your store. 
For your conveni- 
ence they are carried 
in-stock in widths 
sized from 6to I}. 









































734—Choc. W. P. 16 
in. Welt. Pac toe, 
leather lined vamp, full 
grain gusset, foxed 
quarter, butted top, 
leather laces, steel stud 
hooks, grain leather in- 
soles, reinforced wing 
backstay, steel arc 
support, extra heavy 
single oak sole, whole 
leather heel. Last 36, 
in jrock E width, sizes 
6-11. 


4553 — Choc. W. P. 
Chrome 16 in. Welt. 
Pac toe, Leather lined 
vamp, full grain gusset, 
lea. laces, outside coun- 
ter pocket, steel stud 
hooks, reinforced wing 
backstay, grain insole, 
outside top band, steel 
arch support, full 
double oak sole, double 
stitched, whole leather 
heel. Last 36, in stock 
E width, sizes 6-11. 
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CHIPPEWA SHOE MANUFACTURING COMPANY 


WA 





Catalog and particulars 
on request. 





JOO 














s 


BOOT AND SHOE RECORDER, September 7, 1935 


Specializes in Sports 
Apparel and Shoes 


Dattas, Texas—Carroll’s Army Store on Akard 
Street has become Carroll’s Sport Shop at 1603 Elm 
Street with an enlarged and ambitious shoe and boot 
department on the mezzanine. 

“Nowhere in the Southwest can be found a more 
complete stock of boots for men, women, boys and girls,” 
said William G. Carroll, president. “We can fit practi- 
cally anybody in riding boots, field boots, lace boots 
and jodhpurs. Our shoe department carries hiking 
shoes, military shoes, camp moccasins, tennis oxfords 
and golf shoes. As Autumn nears, we expect to go in 
for dress shoes as well.” 

In speaking of his new type of store to meet the new 
need for extensive sports apparel, Mr. Carroll said fur- 
ther: “Watching the steady growth of Dallas during 
our sixteen years of business, we have come to realize 
the need for a new type of store, specializing not alone 
in riding habits and sporting goods but in the smartest 
of men’s and women’s apparel for every form of sport. 
We believe our new set-up to be the most adequate and 
modern sporting. apparel specialty store in the entire 
Southwest.” 


W. B. Ring is the boot and shoe buyer. 


Heels High or Low 


Denver, CoLto.—There will be few in-between heels 
for Fall, believes W. C. Norton, shoe buyer at Neu- 
steter’s. In the high-grade fashion field, heels will 
be either 19/8 Chinese, 20/8 Continental or down to 
the 9/8 to 10/8 class. This is especially true for the 
younger women, who will pay in the vicinity of $16.50 
for their footwear. In catering to the more mature 
women who purchase shoes at $8.50 to $12.50, there 
will be many of the 16/8 heel heights. 

Plenty of action is planned on the 9/8 heel sandals, 
especially those of all-over alligator. A strong line 
of these in black, blue, brown, dubonnet and green are 
already commencing to sell, with strong indications of 
their being good in the first three named colors through 
the early Fall season. Tall girls took to the low heels 
first, now all the younger set are buying them. 

Spring-heeled evening shoes are also being well 
received. A most remarkable gold and silver evening 
shoe business has been experienced during the current 
Summer. No season any more on shoes of this type, 
Mr. Norton finds. 

Early Fall buying has shown a strong tendency 
toward patterns coming well up on the instep, particu- 
larly those made over the new short lasts. Shoes with 
six or seven eyelets are far outselling the one-eyelet 
kinds, even though the latter are well styled. 

Business 1s showing a favorable increase in Denver 
and looks very promising for the Fall season. 
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THE HARE had speed, but he went to sleep. The tortoise stayed on the 


7 job and won the race. W. L. Douglas Shoes move off your shelves 
\¢ with the speed of the hare—and the consistent reliability of the 
tortoise! Here is the fastest, steadiest selling line of shoes in America, all the 





year round, year in and year out! 


AND HERE ARE THE REASONS: 


@ They’re nationally advertised — in The 
Saturday Evening Post and in more than 
100 leading daily newspapers. America has 
known and respected the Douglas trade- 
mark for more than fifty years. 


@ They’re stylish! Douglas’ 175 up-to-the- 
minute styles cover America’s taste — and 
Douglas “in-stock” sizes fit America’s feet! 
Park Avenue or Main Street — Douglas 
leads the fashion parade. 


@ They’re all-leather construction! 
Douglas Shoes are built to take a beating! 
They wear because they’re well-made — by 
skilled union craftsmen in Brockton, Massa- 
chusetts. Douglas durability is one of the 
chief reasons for Douglas turnover — for 
repeat-sales season after season. 


@ They’re priced to the nation’s pocket- 
book. Douglas prices make sense to your 
customers and give you adequate mark-up. 


THAT’S WHY the Douglas line is a profit line. And that’s why leading department stores 
and thousands of retail stores across the country carry Douglas Shoes. There may be an 
exclusive franchise in your community. Write today for Fall catalog and further information. 


W. L. DOUGLAS 


SHOE COMPANY 


BROCKTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 































































‘THERE'S 
A REASON 
FOR 


THE SMILE 
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He typifies thousands of young men who are 
going to be happy in the possession of styleful shoes 
with Genuine Barbour Stormwelt. 


If a desire for extra pairage, greater turnover, larger 
profits is to be realized, we can see it from no other 
angle than to every dealer’s advantage to be pre- 
pared to serve young men with shoes that carry 
this internationally famous feature’ 


This inseam-sealing, shape-retaining, style-empha- 


sizing element of shoemaking is used extensively by 
leading manufacturers of men’s shoes for Fall and 
Winter. Ask your manufacturer to show you his 
numbers made with 
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WHAT'S DOING IN THE SHOE TRADE 


SATURDAY, SEPTEMBER 7, 1935 


NATIONAL NEWS 





Profits to Be ‘Syracuse Keynote 


Subject Will Be Discussed From Many Angles When New York State 
Retailers Meet in Convention September 22-24 


Syracuse, N. Y.—Indications point 
to a record attendance at the seven- 
teenth annual convention of the New 
York State Shoe Retailers Association, 
to be held Sept. 22, 23 and 24 at Hotel 
Onondaga, Syracuse. More than 100 
manufacturers have made reservations 
for the exhibit of shoes and accessories, 
and merchants from all parts of the 
state have written Chairman Ernest N. 
Park, of the convention committee, that 
they will attend. 

John Slater, of New York, will be 
present and address the convention at 
its opening session on Monday morn- 
ing, following an official breakfast. 
President, Charles E. Knox, of Batavia, 
will open the convention and will in- 
troduce William Pidgeon, Jr., chaplain. 
Mr. Park will extend a welcome to 
Syracuse, after which John Slater and 
Vice-President T. Arthur Cohen, of 
Albany, will preside at the open forum. 
Everit B. Terhune will lead the first 
round table talk and he will be im- 
mediately followed by Chauncey R. 
Porter, of the New York State Depart- 
ment of Education, who will speak on 
the topic, “Profits Through State 
Supervised Trained Shoe Fitters.” 

As is generally known, the Depart- 
ment of Education of New York State 
has prepared a course in “Shoe Fitting 
and Retail Shoe Selling” which it is 
proposed to offer free through local 
Boards of Education for the purpose 
of raising the standard of shoe selling 
and public appreciation of well-fitted 
shoes. This topic is of interest to every 
shoe store owner, manager and buyer 
and it is believed that Mr. Porter will 
be deluged with questions to answer. 
The New York’ State Association has 
appointed a committee of five members 
to cooperate with the State department 
for the success of this project. 

John E. Whittemore, of Boston, will 
be toastmaster at the annual banquet 





JULY PRODUCTION UP 


PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


MILLIONS OF 
PAIRS JULY , 1036 
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Washington, D. C.—Shoe production for 
the month of July increased 17.8 per cent 
from the June figure and 10.9 per cent from 
July, 1934, according to the latest figures re- 
leased by the Bureau of the Census. Total 
production, including boots, shoes, and slip- 
pers, of factories reporting for the month, 
amounted to 31,483,566 pairs. Production for 
the period from January to July, inclusive, 
shows a decrease of 0.9 per cent as com- 
pared with the same period of last year. 





to be held Monday evening and the 
speakers will be President M. A. Mittel- 
man, of the National Shoe Retailers 
Association; Arthur D. Anderson, edi- 
tor of BooT AND SHOE RECORDER; 
James H. Stone, secretary-manager of 
the New England Shoe and Leather 
Association; and Thurnan (Dusty) 
Miller who will tell about “Folks I 
Like.” 

At the Tuesday noon luncheon meet- 
ing, Second Vice-President Clarence W. 


Kelsey, of Binghamton, will keep the 
ball rolling. The speakers at that ses- 
sion will be Manager John J. Holden, 
of the N. S. R. A.; Editor Harold R. 
Quimby, of the Shoe Style Digest; Wil- 
liam Pidgeon, Jr., of Rochester; Harry 
D. Hamilton, of the United Shoe Ma- 
chinery Corporation, Boston, and James 
V. Lobell, of the Cavalier Corporation, 
Baltimore. 

The entire program is built around 
the important word “Profits,” and as 
most shoe men believe their net profits 
are too low and often wonder why, it is 
anticipated that the speakers will have 
a most attentive audience. 

The Board of Directors will meet 
Sunday evening, with John Slater pre- 
siding, and the annual President’s din- 
ner will follow. Only directors and few 
guests will be present, but as the board 
consists of 54 members the informal 
talks will resolve into a “convention 
within a convention.” 

The manufacturers and salesmen will 
have all of Sunday, Monday afternoon 
and Tuesday morning to show their 
lines to visiting merchants and buyers. 





DATES TO REMEMBER 


Spring Styles Conference, National Shoe 
re < saennee Waldorf-Astoria 
Hotel, : Sept. 9, 10 

National ht Opening, Tanners’ Coun- 
cil of America, Waldorf-Astoria Hotel, 
N.Y. ona Sept. 9, 10 

New York State Shee Retailers ‘Aaecie- 
tion Convention, Onondaga Hotel, 
Syracuse Sept. 22, 23, 24 

Shoe Fashion Guild Spring _ Showing 
Waldorf-Astoria Hotel, N. 

Nov. Ms 19, 20, 1935. 

National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1936 

Michigan Retail Shoe Dealers Association 
Convention, Detroit...Jan. 12-13-14, 1936 

Indiana Shoe Buyers Week, Indianapolis, 

Jan. 26, 27, 28, 1936 

Middle Atlantic Shoe Retailers Associa- 
tion 22nd Annual Business Meeting and 
Exhibition, Hotel Adelphia, Phila- 
delphia Feb. 10, 11, 12, 1936 
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R1138 Genuine Silver Kid .. 

R1142 Genuine Gold Kid .. 

R1540 Black Faille, Silver Kid 
co Peery ore 

R1542 — Faille, Silver Kid 
WEN scccecesneecés 

R1544 Black Faille, Gold Kid 
EUR. a. 0-0 0:06.00 2:00:00 

R1546 — Faille, Gold Kid 

SE covewsanctuwe 

R1548 Black Velvet, Silver Kid 

Se ee ee 

R4300 Black Faille ........ 

R4302 White Faille ....... 

R4304 Black Velvet, Satin Trimmed .200 

95 Last, Short Vamp, 21/8 

AAA to C Width 


Play Safe Buy Genuine Gold & Genuine Silver Kids 


From Evening Sandal Headquarters 
IMITATION SILVERS AND GOLDS AT BEST ARE TROUBLESOME 


ee R1146 Genuine Silver Kid ......... 
i 360 

R1148 Genuine Gold Kid ......... 
seeeee 235 21556 Black Faille, Silver Kid 
ne 235 Sy es ae el ae 

R1558 White Faille, Silver Kid 
seeeees 250 OE  sStwsus new das ee enn eeu 
ae ae 250 4306 Black Faille .............. 
ae 235 4308 White Faille ............-. 
eee R4310 Black Velvet, Satin Trimmed. 


Louis Heel 
s AAA to C Widths 


CARIOCA 


42 Last, Medium Toe, 1914/8 Louis Heel 





310 R1212 Blk. Kid Center Ball Strap, 


360 Chev. BaOGG ce eccciccccess 210 
R1214 Brn. Kid Center Ball Strap, 
CRet. BUG cecccccceccece 210 
235 R4312 Black Faille ..........00.- 200 
eee R4314 White Faille .............. 200 
200 95 Last, Short Vamp, 21/8 Louis Heel 
200 AAA to C Widths 


All Our White Fabrics Are 
Especially Treated for Dyeing 





All Patterns and Materials Listed Above Are Also In Stock With 11/8 Block Heel 





Terms 2% 10 Days. 








25c Service Charge on orders less than 3 pairs. 


HANNAHSONS + HAVERHILL + 


Net 30. F.0.B. Factory 


Send forComplete In Stock Bulletin 


MASSACHUSETTS 











Obituaries 


Henry Clay Hofheimer 


RICHMOND, VA.— Henry Clay Hof- 
heimer, retired shoe merchant and 
capitalist of Norfolk, Va., and member 
of a family long prominent in Vir- 
ginia’s seaside city, died suddenly, aged 
81 years. 

A distinguished figure in the com- 
mercial life of Norfolk, Mr. Hofheimer 
was the founder of the shoe firm known 
as Hofheimer’s, Inc., and had been 
active in the development of the down- 
town section of Norfolk, particularly 
Granby Street. He is survived by his 
wife and one daughter. 





Louis C. Stein 

Louisville, Ky.—Louis C. Stein, 62, 
for forty years proprietor of the L. 
C. Stein Shoe Company, and a director 
of the American Bank, New Albany, 
died August 20, at St. Edward’s Hos- 
pital. He is survived by his wife, and 
five children, also by two brothers, and 
three sisters. 


Joseph H. Hearn 


Joseph H. Hearn, shoe retailer here, 
died Aug. 24 in a Boston Hospital, age 
68 years, after several months sickness. 
He was in the shoe business in Lynn 





and had a shoe store in Laconia, N. H., 
for a time. His brother, Edward L. 
Hearn of New Rochelle, N. Y., former 
overseas commissioner and Supreme 
Knight of the Knights of Columbus, 
survives him. He was a charter mem- 
ber and past exalted ruler of Framing- 
ham Lodge of Elks. 





William E. Crosby 


East ORANGE, N. J.— William E. 
Crosby, 64, a salesman for J. Einstein, 
Inc., died at his home at 73 Carnegie 
Avenue, East Orange, recently follow- 
ing a three months’ illness. 

Mr. Crosby was well known among 
the shoe trade, having covered the 
Brooklyn territory for 15 years. He is 
survived by his wife, Alice Crosby, and 
a married daughter, Mrs. Eileen Albert. 

The funeral services were held Aug. 
28, from the Robert’s Funeral Home in 
Medfield, Mass. 


Resigns Municipal Post 


INDIANAPOLIS, IND.—George Marott, 
local shoe merchant and for a number 
of years a member of the board of 
trustees of the city utility district, has 
resigned his post.. Mr. Marott advised 
the president of the board that busi- 
ness demands made it impossible for 
him to continue as a trustee. 


Higher Prices Asked 
for Calfskin 


Boston, Mass.—A stronger tone has 
been imparted to the leather market by 
the action of the American Hide and 
Leather Company which, during the 
week ended Aug. 24, marked up prices 
of calfskin 1 cent per foot and followed 
this advance, on Aug. 28, by increasing 
the price of side upper leather % cent 
a foot. The prices currently asked, 
therefore, represent an advance of from 
3 to 5 per cent over prices prevailing 
before the leather market upswing 
began, some time ago. 

This advance in prices, in the face 
of none too active business, is largely 
a reflection of activity and price ad- 
vances in the hide market. There was 
heavy buying at 12 cents in the Chi- 
cago market during the week ended 
Aug. 24 and a %-cent advance in the 
price of heavy cowhides during the 
week ended Aug. 31. 


New Distributor for 
M. W. Locke Shoes 


East LIveRPOOoL, OH1I0O—Appointment 
of Bendheim’s, one of the oldest retail 
shoe stores in the upper Ohio valley, as 
exclusive distributors in the East Liver- 
pool district, for M. W. Locke shoes, 
was announced by officials of the local 
firm recently. The new line has been 
installed on the main floor of the store. 
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CARLISLE presents 
IN-STOCK Medels 


in the sensational new 
Leather... 





ae ACM reamer for fall 


—a leather to follow suede .. . better 
















} Stock No. 206—$4.75 than Trebark . . . shoes you will be 


Brown Tic-Tac-Toe Calf Trim 
Stock No. 207—$4.75 
Black Tic-Tac-Toe Calf Trim 
286 Last—16/8 Lea. Heel 
Welt Construction 


able to sell right into winter without 


mark-down. Tic-Tac-Toe is a "natural." 


ie RET i sil ictian 


Barone 









Stock No. 106—$4.95 
Black Tic-Tac-Toe Pat. Trim 


Stock No. 107—$4.95 
Brown Tic-Tac-Toe Pat. Trim 
671 Last—20/8 Cont. Heel 

Sbicca Construction 


THE three shoes illustrated on this page are 
| representative of 29 Sbicca and Welt shoes 
' in stock by Carlisle. Write for our in-stock 
folder which illustrates these unusual high 
style numbers today. 





Stock No. 116—$4.95 


The shoes illustrated here Black Tic-Tac-Toe Pat. Trim 
are carried in the following Stock No. 117—$4.95 
size ranges: Brown Tic-Tac-Toe Pat. Trim 
AAAA 6 to 9 A 4to9 Oe eae 
AAA 5to9 B 3l2to9 

AA 4to9 Cc 4to8 


SUITES 714, 716, 718, 720—MARBRIDGE BUILDING 


C AN R L | S L E Ss) H ‘e) E CO. 47 WEST 34th STREET, NEW YORK CITY 


When writing advertisers please mention Boot and Shoe Recorder 
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Women's Shoes 


Oe Ee 


KU SH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 
No. 156 Black 
Kid $2.35 ¥ 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 





ST. LOUIS 
STANDARD BRANDS 


We specialize in women’s, 
men’s and children’s samples 
and jobs for special promo- 
tions — handle nothing but 
St. Louis made shoes from 
reliable sources. 


“While in town see Weil” 


M. K. WEIL SHOE CO. 


1326 Washington Ave. St. Louis, Mo. 











FO OP Ar ree 


Riding Boots | 


i le 


A oneans cine een oes | IN 
STOCK AND CUSTOM MA 


Riding, Cowboy ond and Lace Boots ry) | 
H.J. 1 JUSTIN & SONS § Ine | 


Headquarters 


A complete line of Riding, 
Field and Jodhpur Boots. 
Cowboy Boots and Boot Shoes. 
Boots to meet your every 
demand in style and price. 


Our large floor stock 
means quick service 


KIRKENDALI 
BOOT COMPANY 
Omaha, Nebraske 





In New Quarters 


Boston, Mass.—The Capitol Shoe 
Findings Co., dealers in supplies for 
retail shoe stores, has moved to larger 
quarters at the corner of Essex and 
South Streets. 


¢ 
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Heads Mobile's Oldest Store 


Mobile, Ala—J. S. Arnold, Sr., owns 
the oldest shoe store in Mobile if not 
in the entire South. The store was 
started in 1840 by two brothers, Felix 
and Arthur McGill, at the same loca- 
tion as today. After their death many 





J. S$. ARNOLD, SR. 


years ago, Mr. Arnold, who had been 
working with them in their store, took 
over the store and has been running 
it to this present day. Up to the present 
time, Mr. Arnold has been in the retail 
shoe trade for 41 years. 

The store is strictly a family shoe 
store, carrying men’s, women’s, and 
children’s shoes in popular lines. Mr. 
Arnold is well known in the shoe trade 
and by every shoe salesman that has 
traveled in the South. 

In keeping with the times, a new and 
modern front with larger display win- 
dows has been installed. This feature 
combined with Mr. Arnold’s personality 
and fair dealing has made this store 
one of the most widely known and suc- 
cessful shoe stores in Alabama. 





Open Two New Branch Stores 


DETROIT, MicH.— Father and Son 
Shoe Stores opened two new stores in 
Detroit recently. One is on the west 
side, at West Vernor Highway and 
Springwells Avenue, and the other in 
the northwest section at Grand River 
and Strathmoor Avenues. 

Both are designed in the newer mod- 
ernistic style adopted by this chain, 
with approximately standard store 
front. The interior is fitted up with an 
all-steel type of fixtures, finished in 
battleship gray. The Vernor store is 
of the wider type of layout. 

Arthur D. Rowland has been pro- 
moted to the managership of the new 
Springwells store, while Lawrence 


Goldberg is the new manager of the. 


Strathmoor store. 


| 
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HAND FINISHED EDGES .. . 


are one of the many features of 
this character footwear which, 
when combined with the ad- 
vantages of machine production, 
enable us to offer you the most 
distinctive line of men’s quality 
footwear available to retail from 
$8.50 to $10. 10 styles carried 
in-stock. 

| HAND CRAFT the CHARACTER Touch in Footwear 


/'COLE ROOD and HAAN 


Manufacturers of Men’s Exclusive Fine Footwear 





| CHICAGO, ILLINO!S aan 2 


Trade 
Literature 


New Fall Catalog 


BeLoiTr, Wis.—Freeman shoes for 
Fall and Winter have just made their 
debut in a new catalog which has all 
the elements of fine display of the shoes 
in their natural colors. Since the com- 
pany says that their shoes are “Worn 
with pride by millions,” the company 
naturally takes due pride in finely pre- 
senting their long line of in-stock 
styles. Everything that the printing 
art and the engraving art could do has 
been done in making this new catalog 
one which the merchant will be proud 
of. The cover is gold, with imprinting 
of red, black and blue. 


War Shoes 


Italy is credited with making 26, 
800,000 pairs of shoes annually, and 
so, presumably, has plenty of army 
shoes in case of a war between Ital 
and Ethiopia. It is not known at the 
moment if Ethiopia has any machine- 
equipped shoe factories. There are 
such factories in northern Africa. 
Egypt is credited with making 5,000,000 
pairs of shoes annually, and Algeria 
and Tunisia with making about 1,000,- 
000 pairs. 
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A. Piser, Inc., in New Location 


MISHAWAKA, IND. — Abraham Piser, 
Inc., has recently moved to a new down- 
town location after being twenty-seven 
years in business in a neighborhood 
district. 

The new store has been completely 
remodeled, a new store front has been 
installed, and the entire layout has 
been set up in new, modern merchan- 
dising methods. 

Abraham Piser, the founder of the 
business, started the store twenty-seven 
years ago at the corner of Smith and 
Fourth Streets in Mishawaka and has 
maintained the same location up to the 
present time. He is still active in con- 
ducting the business and puts in a full 
day’s work, in the same manner he has 
always done. 

Myer Piser, his son, is associated 
with him in the business and shares 
with his father the hopes of continued 
success in their new location. 


Chicago Stores Extend 


Operations 


CHICAGO — Several shoe _ organiza- 
tions are extending the scope of 
their operations in the Chicago metro- 
politan area this Fall on a scale greater 
than ever before. Greater confidence 
in the future and an increased demand 
for lower-priced footwear are the con- 
tributing factors as expressed by one 
chain manager. 

The sixteenth Chicago unit of the 
Bata Shoe Co. will be opened about 
Sept. 15 at 1111 Lake Street, Oak Park. 

Feltman & Curme Shoe Co. are com- 
pletely remodeling the storeroom at 
4710 Sheridan Road for opening about 
Sept. 15, giving them a North Side 
outlet. 

Berland Shoe Stores will occupy 
with a new unit part of a new modern 
store building to be constructed early 
this Fall at 1126-30 Lake Street, Oak 
Park, according to reports current on 
realty row. This gives fashionable Oak 
Park two new Chicago shoe chain out- 
lets in the same block. Berland’s will 
open another unit in the new store 
building to be erected soon at 4016-24 
West Madison Street, in the heart of: 
the Madison-Crawford retail center, 
according to the same report. 

Mailing Brothers have started work 
on a new air-conditioned retail store at 
4720 Sheridan Road, with a stainless 
steel front. Structural glass will be 
used and indirect lighting will illumi- 
nate the entrance ceiling. 


J. Poliner & Sons to Move 


MIDDLETOWN, CoNN.—J. Poliner & 
Sons, shoe retailers, are preparing to 
move from 284 Main Street to the store 
location at Main and Ferry Streets 
where the business was formerly con- 
ducted for 29 years by the late Jacob 
Poliner. The corner store will be re- 
modeled with a black glass front. 
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OUR NEW FALL CATALOG NOW AVAILABLE 
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. and there is no safer line to 
follow than Racine Quality built into 
shoes of three price ranges, each with 
selling features that appeal to your 
discriminating customers. Excellent 
shoemaking, and smartly styled! And 
backed up with colorful merchandising 
and window display features. 


These three lines give you a complete 
style and feature shoe program:— 
The Racine Shoe $5 to $6.50. 


The Authentic American Shoe at $4.00. 
The Doctor Shoe (20 in-stock styles) 
$7.50 to $9.00. 


WRITE 





OR WIRE 





FOR 


In-Stock Sty 


HCINE 


SHOE MANUFACTURING COMPANY 
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To Retail $7.50 to 
$9.00 


THE 
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Racine 


Hot 


Since 1902 





To Retail $5 to 
$6.50 





To Retail $4.00 


DETAILS 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
: infants’ Soft Soles.. 6-3 

intermediates ...... 1-3 

Flexible Hard Seles 2-6 


Bend for In-Btock 
Catalog 


MRS. DAY'S IDEAL BABY 
Lecust St. Danvers, Mass. 
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GREGORY & READ CO. 
LYNN, MASS. 


* 
™ IN-STOCK 12 STYLES 
to 10 
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New Binghamton Department 


BINGHAMTON, N. Y.—Sisson Bros.- 
Welden, Binghamton department store, 
recently opened a Foot Health Head- 
quarters department, in which Ground 
Gripper, Cantilever and Physical Cul- 
ture shoes for men and women are 
carried. 

L. A. Davis, one of Binghamton’s 
most prominent orthopedic men, will 
manage this new department, located 
on the second floor. 

On opening day, newspaper adver- 
tisements and a window display with 
a continuous moving picture depicting 
the story behind the shoes, brought 
crowds to the department. 
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ACTIVE IN WELFARE WORK 





MICHIGAN CITY, IND.—Dr. W. M Scholl 
is g the industrial leaders who finds 
pleasure in helping others, not only through 
his business but in social welfare work. The 
above picture shows him on the left, front 
row, along with Gov. Paul V. McNutt (center), 
congratulating Msgr. Michael Abraham on the 
dedication of the new $15,000 hall of St. 
Anthony's Maronite Aid Society, in Michigan 
City, Ind., last week. Behind the Governor is 
Warden Louis Kunkel, and on the right in the 
second row is C. E. Arnt, president of the 
Citizens’ Bank. 








U.S. M. C. Awarded 
Safety Plaque 


Boston, Mass. — Commemorating a 
factory safety record that is said to be 
second only to one in the history of 
modern safety methods in American 
industry, a plaque was dedicated and 
hung in the plant of the United Shoe 
Machinery Corporation at Beverly, 
Mass., on Friday, Aug. 30. Among 
those present at the ceremony, in addi- 
tion to officials and employees of the 
plant, were Sidney W. Winslow, Jr., 
president of the corporation; and S. 
Bruce Black, head of the Liberty Mu- 
tual Insurance Company. 

The plaque was awarded in recogni- 
tion of a total of 8,472,248 man-hours 
of labor during the last fifteen months 
without a single accident. 





New Boston Office for 


Commercial Factors 


New YorK—Commercial Factors 
Corporation, with main office at 2 Park 
Avenue, New York, has taken new 
branch office space at 77 Franklin 
Street, Boston, Mass. The new office 
will continue under the direction of 
Eugene G. Lynch, New England repre- 
sentative of the corporation, who is well 
known in mill and industrial circles and 
is thoroughly conversant with the needs 
of the territory. 


Governor Helps Dedicate 


Eagle-Ottawa Gymnasium 


GRAND HAVEN, MicH.—Eagle-Ottawa 
Leather Co. formally dedicated a gym- 
nasium hall and entire separate build- 
ing for their employees in Grand Haven 
on Aug. 27. The event was recognized 
for its social and neighborly signifi- 
cance by the presence of the Governor 
of Michigan, Hon. Frank D. Fitzgerald. 
Frank M. Sparks, editor of the Grand 
Rapids Herald, made an introductory 
address, and the speakers included Wil- 
liam Hatton, president of the Eagle- 
Ottawa Leather Co.; Julian B. Hatton, 
vice-president, who made the formal 
presentation; A. E. Linquist, president 
of the Eagle-Ottawa Leather Associa- 
tion, and the Governor. The Spring 
Lake Band participated in the cere- 
monies and there was a presentation of 
colors by Eagle-Ottawa Ex-Service 
Men. 

The building was named in honor 
of William Hatton, who declared that 
he felt deeply touched and highly 
honored by this tribute. 

“Of course you all know,” said Mr. 
Hatton, “that this project was launched 
at the instigation of my son Julian, and 
he has carried it through with the sole 
object of providing wholesome recrea- 
tion for our employees and their fami- 
lies in these days when the weekly 
working hours are so much shorter 
than they used to be. It gives a 
splendid opportunity to all our co-work- 
ers and their families to become ac- 
quainted with each other and promote 
friendly feeling. 

“Personally, I think it is very desir- 
able that our young people in these 
days should have clean sports to oc- 
cupy their spare time. It will certain- 
ly help to make better citizens of them, 
and we must all agree that the stand- 
ard of citizenship in America can be 
raised to a very marked degree. 

“So, my friends, if this institution 
accomplishes what I sincerely believe 
it will and makes better citizens of you 
all, I will feel profoundly grateful by 
having big dividends declared for the 
uplift of your spiritual lives. 

“The contribution of this institution 
to our employees is a recognition of 
the loyal and faithful service that you 
have rendered in the twenty-five years 
that I have been in Grand Haven. When 
you have passed three score and ten 
years, as I have, and you get around 
to taking an inventory of: your past, 
you will find that the only satisfac- 
tion you get out of life is not from 
what you have collected for yourself, 
but from what you have done for your 
family and the other fellow.” 





Hold Golden Jubilee Outing 


NorroLtk, VA.— Hofheimer’s, Inc., 
employees numbering more than 125 
enjoyed their golden jubilee outing at 
the home of David Hirschler, president, 
on Aug. 21. A fine program was en- 
joyed by those who went to Ocean View. 
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Boston Merchants Follow 


Lead of N.S.R.A. 


Boston, Mass.—With comparatively 
few exceptions, Boston merchants fol- 
lowed the lead of the National Shoe 
Retailers’ Association and showed Fall 
merchandise in their windows, begin- 
ning Aug. 19. 

A few of the stores, notably those in 
the lower-price class, anticipated the 
opening date, with one window devoted 
to Summer sales and the other filled 
with the newer blacks and browns for 
the early Fall season. 

Reptile-type leathers are frequently 
seen and share honors with suede types 
in the early showings. Smooth kid and 
calf seem second choice in the high- 
style lines, although expected to be 
given more prominence as the season 
advances. 

Sales to date of these new shoes have 
been light but not disappointingly so, 
as the last two weeks in August consti- 
tute the best vacation weeks of the 
year and hundreds of prospective cus- 
tomers are away. Then, too, deferred 
school openings have kept families at 
their Summer homes until later than is 
customary. Retail trade should pick up 
appreciably after Labor Day. 





M. M. McLaughlin Opens 


New Store 


ALBANY, GA—M. M. McLaughlin 
has opened a new shoe store called the 
Modern Shoe Store, at 205 Broad Ave- 
nue. The new store, as its name im- 
p'ies, is modern in every detail. Be- 
sides his featured lines of Florsheim, 
Peacock, Paradise, Tweedie, Modern- 
ette, and Save Arch shoes for women, 
and Tweedettes, Pied Piper and Chief- 
tan shoes for children, Mr. McLaugh- 
lin has a complete hosiery and hand- 
bag section with Charlotte Rish in 
charge. 

Employing only experienced shoe 
salesmen, Mr. McLaughlin has ap- 
pointed Del Percilla as his assistant. 

Mr. McLaugh in came to Albany in 
1912 with Rosenberg Brothers and 
after 15 years of pleasant relations 
with this firm he opened the McLaugh- 
lin-Jones Company. After seven years 
of operating this concern, Mr. Mc- 
Laughlin returned to Rosenberg Broth- 
ers and was with them up to the time 
of the opening of his new store. 

Expertly fitted shoes by qualified 
shoe salesmen will be featured in this 
new venture and Mr. McLaughlin has 
a fine personal following so that the 
success of the new store is bound to be 
secured, 





Enlarge Shoe Department 


BIRMINGHAM, ALA.—The shoe depart- 
ment of I. Miller, located on the first 
floor of Burger-Phillips, has been en- 
larged approximately 50 per cent. The 
hosiery department has been moved, 
giving more room for shoes. 











90% more of it 


Time and use tell the story of Panco Sta- 
Tite’s superior wearing qualities. This 
different heel employs exclusive con- 
struction features which do away with 
the solid core found in many heels, and 
eliminate all obstructions to resilience 
and long wear. Because these advantages 
are provable—the sales of Panco Sta- 
Tite Heels are steadily mounting—attest- 
ing satisfied manufacturers—retailers— 
wearers. 


THIS WIRE MESH 
The nail anchorage is a => 
strong wire mesh _ into ; 
which nail heads set firm- eee 
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ly. Heel cannot work loose f HEEL BASE WIRE SCREEN \ 


—cannot gape at edges. 


























U. 8. Pat. No. 1,998,988 


PANTHER PANCO CO. cuetsea, mass. 
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BALLET SLIPPERS 


Right and Left Lasts 





Wom. ss 4. 

$1.20 $1.15 $1.10 
BROOKS SHOE MFG. CO. 

Swanson and Ritner, Philadelphia 
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Men's and Women's 
Slippers 
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CEMENTS & TURNS IN-STOCK | | 
FLEXIBLE CEMENTS 
NO. 201 OPERA 
TAN—BLACK 
BLUE BURGUNDY 
NO. 405 EVERETT 

BLACK—TAN 


6-12 39FF 












Cements 


$1.50 
5%—10 davs 
WILBUR K. FOSTER - ROWLEY. MASS. 











EVANS’ SLIPPERS Q | 
Hand Turned, Cement 
or Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 
No. 1605, 
Padded sole 


opera 
Tan and Black, 
6-12 D. 


$1.25 







L. B. EVANS’ SON CO. 
Wakefield, Mass. 
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Dancing Shoes and Taps | 
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BLACK CALF 
PAT. LEATHER 


ABO a8 

-B- ° Misses’ 

$1.88 A-B-C II -2 
$1.45 


== Owens SHOE Co. 
— 28 Goodhue St., Salem, Mass. 
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Shoe Display Man Heads 
International Association 

St. Louis, Mo.—Glee R. Stocker, dis- 
play manager for the Wohl Shoe Com- 
pany, St. Louis, is the new president 
of the International Association of Dis- 
play Men, elected at the association’s 
38th annual convention, held in St. 
Louis recently. Over 1000 display men 
of this country and Canada were in 
attendance. Mr. Stocker is also presi- 
dent of the St. Louis Display Club. 





GLEE R. STOCKER 


The American Retailers Association 
convention dates had been arranged for 
the same week occupied by the Display 
Men’s conclave, and one of the gala 
evenings of this period was the style 
show of the American Retailers’ Asso- 
ciation staged in the new air-cooled 
Municipal Auditorium in St. Louis. 
This semi-annual spectacle held in Feb- 
ruary and August for visiting mer- 
chants to St. Louis was witnessed prob- 
ably on a grander scale than hereto- 
fore produced. 

The new Fall fashions were viewed 
on parade displayed on living manikins 
and footwear on living models in the 
style parade, as harmonized wtth vari- 
ous costumes, included the following 
St. Louis houses: Barack Shoe Com- 
pany, Boyd-Welch, Inc., Brown Shoe 
Company, Central Shoe Company, En- 
dicott-Johnson Corp., Friedman-Shelby 
Shoe Company, Hamilton Brown Shoe 
Company, Johnson, Stephens & Shinkle 
Shoe Company, Kane, Dunham & 
Kraus, Inc., Mankofsky Shoe Company, 
Queen Quality Shoe Company, Roberts, 
Johnson & Rand, Shu-Styles, Inc., St. 
Louis Novelty Shoe Company, Tober- 
Saifer Shoe Company, Vitality Shoe 
Company and Wohl Shoe Company. 


1935 


Shoe Stores Consolidated 


SetMA, ALA—The Brownbilt and 
Selma Shoe Stores have been consoli- 
dated recently. Both are of Selma, Ala. 
The new store is located at 120 Broad 
Street. 

The store has been thoroughly re- 
modeled and modernized. The interior 
has been refinished in harmonious 
shades of tan. New furniture and 
fixtures have been added. 

The services of H. F. Muse, formerly 
manager of the Brownbilt Shoe Store 
and noted practipedist, have been se- 
cured. With him is his assistant, Harry 
Creagh, also a well-known foot au- 
thority. 

The store features Brownbilt and 
Buster Brown shoes. On Aug. 31 hun- 
dreds of enthusiastic children were en- 
tertained at the Walton Theater and 
souvenirs were furnished by the store. 





Honored by Governor 


CINCINNATI, OHI0O—Ira and Charles 
Longini, president and vice-president 
respectively of the Longini Shoe Mfg. 
Co., have been appointed Aides-de- 
Camp to Governor Ruby Laffoon of 
Kentucky, with the rank of Admirals. 

Taylor Barbee, men’s shoe buyer at 
Smith-Kasson Co., Cincinnati, has the 
honor of having two commissions 
granted him by Governor Laffoon. Mr. 
Barbee is both a Colonel and an Ad- 
miral. 





YOU CAN BUY 


GOOD IDEAS 


ONLY 2¢ EACH 


Impossible! No it’s not! 
There are 50 good ideas for shoe 
promotions in this new book, spe- 
cially prepared for Fall, 1935, 
for use during September, Octo- 
ber and November. 


50 IDEAS for s 
FALL SHOE 
PROMOTIONS 


: BOOT AND SHOE RECORDER 
| 239 W. 39th St., New York, N. Y. 
' Enclosed is one dollar. Send me 50 | 
‘ FALL PROMOTION IDEAS. ' 








a, BE stately cookie 
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; Orders without remittance will 
' be sent C.0.D. plus postage. 
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Consumer Pays New 
Missouri Tax 


KANSAS CiTy, Mo.—The 1 per cent 
sales tax which was passed by the last 
Missouri State Legislature went into 
effect Aug. 27. This replaces the one- 
half of 1 per cent tax which had been 
in effect for two years. Instead of be- 
ing absorbed by the merchants, as was 
the former tax, the new levy must be 
paid by the consumer. This was made 
mandatory when the measure was 
framed and passed. 

On order of Forest Smith, State Au- 
ditor, 15 million pasteboard tokens of 
two denominations, 1 mill and 5 mills, 
were printed by a firm in this city. 
These were distributed to banks and 
large business houses: for general dis- 
tribution when the measure went into 
effect. They were given in change to 
customers, most of whom seemed to 
understand the law better than most of 
the legal measures that have been 
passed. The tax receipts will be ap- 
plied toward old age pencions, unem- 
ployment relief, schools, eleemosynary 
institutions and support of the insane 
in this State. 

One of the provisions in the new law 
applies specifically to shoe repair men. 
This clause is as follows: “Persons en- 
gaged in the business of repairing 
shoes are deemed primarily to render 
service. They are purchasers for use 
or consumption of tangible personal 
property, incidentally uced by them in 
the rendering of such service. Conse- 
quently the sale of leather, rubber 
heels, thread, nails and other findings 
to shoe repair men for their use in 
connection with the rendering of such 
service are sales at retail within the 
meaning of the Emergency Revenue 
Act of 1935. Receipts of shoe repair 
men from the services of shoe repair- 
ing or rebuilding are not subject to 
tax. 

“Shoe repair men must collect and 
remit the tax when they sell sole leath- 
er, rubber heels, shoe laces or other 
shoe findings directly to the purchasers 
for use, and apart from the rendering 
of repair service.” 





New Haverhill Firm 


HAVERHILL, Mass.— Athan Dritas, 
formerly of Brooklyn, has formed the 
Athan Dritas Shoe Co., Inc., at 241 
Winter Street, Haverhill, for making 
women’s fine shoes by the Delmac 
process. 


Dollar Day Increases Sales 


New ORLEANS, La.—Community Dol- 
lar day brought many new faces to 
the Imperial Shoe Store, according to 
Albert Wachenheim, Jr. Dollar Day 
is a semi-annual celebration in New 
Orleans, in which merchants make a 
specialty of articles for one dollar. 
On higher priced articles they allow 
one dollar discount. 

Shoe people report more than satis- 
factory business thus far this summer. 


New Shoe Manufacturing Firm 


CuicaGco—The M. A. Clark Shoe Mfg. 
Co., manufacturers of women’s Little- 
ways, have just recently started pro- 
duction at their factory at 231 S. Green 
Street. They are making a line of 
exceptionally smart shoes that will re- 
tail from $6.00 to $7.00. 





REUBEN STIEFEL 


Reuben Stiefel, well known through- 
out the trade for many years, is presi- 


dent of the new concern, and he has | 
as his right hand man and factory | 


superintendent Charlie Jaynes, who 


was formerly with Rich-Vogel of | 


Milwaukee. 
Mr. Stiefel reports an exceptional re- 
ception for his line on the part of the 


retailers, and he feels very optimistic | 


about future business. 


What's New 


Lining Testing Machine 


LAWRENCE, MAss.—The Pacific mills | 


are using a machine for testing the 


wear of fabrics for lining shoes, the | 


machine being according to designs 
from the Massachusetts Institute of 
Technology, and its purpose is to give 
linings about the same wear that they 
get in shoes. 


Patent on Tanning 


Boston, Mass.—John H. Connor has 
secured patents on a method of drying 
leather, and has assigned his patents 
to the Tanning Process Company, who 
recently started a laboratory in the 
mills at Ipswich for experimenting 
with tanning processes. 


Sealed Heels 


LYNN, Mass.—A new method for 
sealing heels of leather of fiber has 
come into use here. A veneer, a sort 
of a liquid cellophane, is sprayed onto 
the heels with a spray gun. It dries 
smooth and firm, and it seals up the 
heels so that no moisture can get in 
and loosen up the seams. 
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Business 


Builders 


Eight years ago Propr- 


Bilt Shoes were just an 





| 
| idea—nothing more. To- 





day they are recognized 


| as the most advanced 
idea in_ scientifically 
constructed = children’s 
footwear — the’ most 


widely copied shoe on 


the market today. 


Propr-Bilts are made 


over a scientific last 
with patented in built 
features 


assuring true 


Orthopedic Perform- 
ance and perfect fitting 
qualities. Only the finest 
materials obtainable are 
used in Propr-Bilt Shoes, 


Enthusiastically en- 





dorsed by leading physi- 


cians and Orthopedists. 


Propr-Bilts are estab- 
lished as Profit Business 
Builders in the out- 


standing stores of Amer- 





4 ica. 


Write for further par 


: ticulars on the Propr- 
| + Bilt plan. 
| 
} 






DONNELL 


SHOE CONIPANY 


Humboldt Tenn. 





Junior Shoe Division 


New York Office, 531 Marbridge Bldg. 
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Dancing and Bowling Shoes 


O66 FP 





Buy a Nationally Known Brand 


We carry everything 
in dancing shoes, alse 
a complete tine of 
bowling shoes. 


Write for price list. 


ROVICK THEATRICAL SHOE CO. 
Manufacturers 325 W. Madison St., Chicago, Ill. 
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Bowling Shoes 


i i el 


BOWLING SHOES 
PRICE 
Women's Oxfords— 
$2.25 5e less 
Combination Sole 
Rignt Feet 
Rubber Sole 
Rubher Heel 


Buckskin Bol 
juckskin Bole 
soa Rubber Hee! 


BROOKS SHOE MFG. CO. 
Awansen & PRizner Sts.. Philsdetphte 






den's 
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Shoe Trees 


8 6 8 oe 


QUICK PROFIT ITEM - 50 


SIMPLEX SHOE TREES 2 wrrari 
SELF ADJUSTING 


tn. 


A Gentle Squeeze 
In erts or Removes 


WRITE FOR yma JA nr hes 


soot TREE 











Shoe Departments Remodeled 


Fort WortH, Tex.—All of the shoe 
departments of the W. C. Stripling De- 
partment Store in Fort Worth are un- 
dergoing changes for the Fall season. 
The children’s shoe department has 
been moved from the women’s shoe de- 
partment on the first floor to its own 
department on the second floor. Miss 
Jackie Thomas will be in charge of this 
department. The women’s shoe depart- 
ment is being completely remodeled, 
with new furnishings, including mod- 
ernistic chairs, new rugs, etc., being 
installed. All shelves will be hidden. 
The men’s shoe department has been 
moved from its own building into the 
main store and is now adjoining the 
men’s furnishings department. J. T. 
High is manager of all three shoe de- 
partments. 
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Second Selby Contest Opens 


"Fie SELBY SHOE COMPA SELBY SHOE COMPANY 








Selby Shoe News 


TUESDAY. AUGUST 20, 1995 








SELBY CONTEST OPENS SEPT.7 


ARCH PRESERVERS, TRU-POISE, STYL-EEZ FEATURED 







WEW CONTEST 
INCLUDES 3 
sat 

“aire 





Dominating Ads 
Reach Cream of 
Woman's Market 









FOR RETAIL 
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In view of the marked success of the Selby Shoe Contest held last Spring, a second 

contest is being conducted this season, all details of which are set forth for the 

benefit of Selby dealers and salespeople in the current issue of Selby Shoe News. 

The contest opens September 7. More than $8,000 worth of prizes are being offered 

to wearers of Arch Preserver, Tru-Poise and Styl-Eez shoes for letters adjudged 
best on the topic "Why | Changed to Selby Shoes." 





Good Business ‘In the Bag' 


SEATTLE, WASH.—Shopping woman- 
kind, accustomed to lugging shopping 
bags, find the smaller kraft-paper bags 
at Leed’s shoe store in Seattle, and pos- 
sibly at other Leed stores, a conve- 
nient means of carrying home smart 
Fall footwear, inasmuch as the new 
bags are composed of a tough, light- 
brown paper, have slots close to the 
top for the fingers, and may be used 
to hold several other small purchases, 
such as hosiery, or other articles out- 
side of the shoe store, which the shoe 
customer may decide to buy on the way 
home. 

Moreover, the shoe shopping bags 
serve incidentally to promote the name 
of Leed’s through shopping streets, 
since they carry the name of the shoe 
store prominently printed in charac- 
istic lettering on the outside, and ad- 
vertise the store in milling crowds on 
the sidewalks, or in other places where 
milady may go with her footwear. 

Such shoe sacks represent to some 
extent a departure from the oblong 
shoe boxes which have been so ubiqui- 
tous in the shoe trade for a number of 
years. By their usually uniform size, 
and white-coated paper covering the 
outside, these pasteboard containers 
have been everywhere easily identified 
as “shoe boxes.” Now lighter yet du- 
rable and strong, the kraft-paper bags 
fit in admirably with this cash-and- 
carry age, as well as this advertising 
era, and make a parcel much more con- 
venient than a box necessarily carried 
under the arm since the string will 
scarcely hold. 

Later the convenient shoe sacks 
serve just as conveniently for keeping 
sweaters therein, with moth balls, or 
other garments, or the shoes them- 


selves, which may be held by the finger 
slot on hooks or in home closets. 

Thus in more ways than one there 
are advantages to the shoe sacks that 
become features of a chain store era, 
and the cash-and-carry age, in which 
shopping bags are everywhere, in the 
hands of what may aptly be described 
as The Shopping Sex, since they are 
responsible for most of the retail busi- 
ness of the nation. 


New Foot Health Center 


BALTIMORE, Mp.—Romero’s Foot 
Health Center will be opened shortly 
by S. Romero at 213 West Saratoga 
Street, following necessary improve- 
ments and remodeling of location. This 
establishment will center its activities 
towards furnishing foot and footwear 
comfort, recognizing the acknowledged 
fact that there is need of a shoe fitting 
establishment in the city for men, wo- 
men and children who are hard to fit 
and who have need of special type of 
footwear. Romero’s is opening on a 
larger and more extensive scale than 
when formerly operating at 111 N. 
Charles Street. They are shoe fitting 
specialists, and feature Velco arches. 


New Plant to Start Operations 


ROCHESTER, N. Y.—The United Shoe 
Machinery Corporation have recently 
installed the necessary machinery and 
equipment so that the Ansin Shoe Com- 
pany, located at Dolgeville, N. Y., will 
soon be ready to begin operations. They 
recently took over the plant of the 
Dolgeville Slipper Company, which was 
sold to settle the estate of the Patrie 
interests, and will manufacture a line 
of cemented footwear and _ slippers 
similar to that made by the Dolgeville 
Slipper Company. 
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ITCHING FEET 


Itching toes and “Athlete’s Foot” are very widespread afflic- 
tions, especially at this time of the year. When a customer com- 
plains of this ailment and tells you about thick, cracked, peeling 
skin, raw or itching skin, tiny water blisters on the toes or between 
them... you can safely and with the fullest confidence recommend 


Df Scholls 
SOLVEX 


WHO. $4 PER DOZ. 
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| YOU CAN NOW INSTALL IN YOUR 
| FOOTWEAR THE SMOOTH RUNNING 


i 


SLIDE FASTENER 




















which the United States Rubber Company RETAIL, 50c JAR 


has perfected and installed in all of its own 
footwear during the past eight years. The 
construction is different from that of any other 
slide fastener. The elements are polished and 
plated before they are assembled on their 
especially designed tape. They will not rust 
or tarnish. Here is the ultimate in strength. 
Here is customer satisfaction. 


Recommended You, too, can 


by Doctors and 
Chiropodists 


Millions of people in this country have “Athlete’s Foot”... itch- 
ing feet and toes. Ever-so-many of your own customers will appre- 
ciate the effectiveness of Solvex and it is profitable for you to 
recommend it in every instance as above referred to. Dr. Scholl’s 
Solvex is an especially prepared ointment which penetrates 
deeply into the tissues, stops the itch at once and kills the germs 
immediately. In most cases a jar is sufficient to provide relief and 
to clear up the condition. By recommending Dr. Scholl’s Solvex 
you offer your customer the best remedy of its kind, at a sub- 
stantial profit to yourself. 


recommend it 
. 2 Safely 





Manufactured since 1927 


U.S. RUBBER PRODUCTS, INC. 


Shoe Hardware Division 
WATERBURY CONNECTICUT 


) United States Rubber Compeny . _< 























When Bleeding Kansas 
Blistered 


[CONTINUED FROM PAGE 15] 


at least 25 per cent better this Fall 
than last year. Fall openings the first 
of August on early fabrics and patent 
leathers confirmed this early opinion. 
Temperature does not have any bear- 
ing on early buying any more. This 
year, with the thermometer standing 
day after day at 100 in the middle of 
July, women were asking for and buy- 
ing new Fall shoes.” 

A. R. Springer, Payne Shoe Co.—“We 
have cleaned up so well on Summer 
shoes that our Fall opening was just 
about a month ahead of usual. Our 
buying this season has been based on a 
better trade than was experienced last 
year in both volume and grades. Maybe 
we will be fooled a little, but we will 
not be caught on this score. There is 
just about so much business in a com- 
munity, so if a man keeps his feet on 
the ground he won’t get caught. This 
store is looking for considerable action 
in named corrective shoes, due to the 
reputation of the shoes themselves and 
to our house in selling them right. 
Generally speaking, local conditions are 
very satisfactory. People are learning 
to live within their means, so they are 
in a position to spend more for the 
better necessities of life.” 

A. A. Scard, Crosby Bros.—“This 
house believes in the immediate re- 


turn of prosperity in the better grades 
of women’s shoes. Our stock is planned 
for a good Fall increase and we are 
certain it will materialize. On the first 
purchases we had 75 per cent more new 
shoes on our shelves the first of August 
than last year this time. The stock is 
in better condition and needs more 
shoes. Summer shoes are cleaned out, 
so we sold plenty of top-grade smart 
shoes early in August.” 

J. E. Johns, Royal College Shoe 
Shop—“Business has been so outstand- 
ing this Summer that we are planning 
definitely for a 35 per cent increase for 
Fall. This is true in our two stores in 
this city, as well as the two in Law- 
rence. Stocks of Summer shoes were so 
low that we opened our Fall showings 
early in August with a sweet stock of 
new shoes. It will be warm here until 
way into September, although that will 
not keep women from buying the tempt- 
ing Fall styles we have selected for 
them.” 





Stores Stage Fall Fashion Show 


BREMERTON, WaASH.— Making this 
“Navy Yard City of Puget Sound” 
shoe-conscious as never before, shoe 
merehants cooperated this week in 
staging the first Fall Footwear Fash- 
ion Show ever held in Bremerton. 
Dealers cooperating were the J. C. 
Penney Co., Spellman’s Buster Brown 
Shoe Store, Palmer’s Family Shoe 
Store and Christensen’s. 


The wonderful arrays of footwear 
charmed through windows and interior 
displays, and shoe stocks were unusu- 
ally abundant and beautiful. The shoe 
dealers were determined to prove that 
it is not necessary to leave Bremerton 
for the finest Fall footwear, and this 
was adequately proven in the huge dis- 
plays of men’s, women’s and chil- 
dren’s footwear. 


New Children's Shoe Specialist 


SPOKANE, WASH.— Welcomed to 
Spokane this week, and the shoe sec- 
tion on the first floor of The Crescent 
department store, Andrew Sheridan 
was well received. Specializing in the 
fitting of children’s shoes for many 
years and an authority in the field, he 
talked with numerous parents on outfit- 
ting little feet for Fall school semes- 
ters, and demonstrated the Propr-Bilt 
shoes in the shoe section of the large 
department store. 





Shoe Store Incorporated 


BALTIMORE, Mp.—The Cinderella 
Shoe Shop, Inc., 44 West Lexington 
Street, has been chartered and incor- 
porated to engage in the retail shoe 
business. Capitalization is placed at 
10 shares of common stock of no par 
value. The incorporators are Edward 
R. Young, H. Paul Rome and Ruth V. 
Hunter. 





a 


Page 60 BOOT AND SHOE RECORDER, September 7, 1935 








Autumn Window Cards and 
Tickets Ready. Let Them 


Attract Customers 





THE TICKET 
hot 


FALL 


Autumn tones of brown, tan, 
orange, and gold are offered 
in the seasonal card and price 
ticket illustrated. The oak leaf 
design, and appropriate color- 
ing assure a perfectly blended 
window trim. 


OW 





DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 





The display card is 8” x 14”. 





ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 


tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—1!2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
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MERCHANDISING AIDS 








































































































| C Polly Clips 
€ Pouy LI P for Price Tickets—Adjustable— 
for Price Tickets Tilt at any angle. 
OT ESS err rer ae ' 
u OME vr iiedccce wnceces 00 
Polly Shoe Hold f t 
olly Shoe Holder 
CARD HOLDERS 4 coaiev oe. boasted. and [RCORDER 
I ish t.. ibre-sole shoes. Always re- 
So cance aaa mains in upright position. esepenss 
ae : i Yo dozen ............. $1.65 
istic holders take any size card, — $3.00 
and harmonize with the finest Nasa. 
window display fixtures. Recorder Stock Record — 
Supplied with annual services. Tickets = 
for shoe cartons. Cyclone clips POR nsieg 
included: 
pal PES GAO ary rea ae ss sussease 
EEE yee weer nae 
: When writing advertisers please mention Boot and Shoe Recorder 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 

12 dozen (printed or blank)...... $2.00 
é * = _ bare Ne aE 1.10 
o oe o o ao ; 0.25 





























(Cross out 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, In following 


quantities and denominations: 





SPECIAL: : 


Combination of one gross Polly 
Clips and one gross Arrows, only 
5.00. 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 


average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN, supplies merchandising and display suggestions 


each month. 
SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. : i 


IMPRINTED PRICE TICKETS, with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. - 


SHOW CARD 


REA ———ES>S=S=ESEES>=E=EEEeEeEeEeEe>y>E>E>E>~“L__ _ _  _ _ a 


OO—R ———>E=E>EES=S>SSE>E>>SESSSS>S>SSSSS=SE>SESE=_=aEoi—L_— —_aao=E 
7h ——E—>~—>=>=>>EEE>~>EL_~ >_> >~L_ >i“ i“  _ SSS = 


We seli Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 


0 —T >> ——_—SSSS s 1 S== 








ANNUAL 
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MERCHANTS SERVICE DEPARTMENT 
BOOT € SHOE 
15 OCON / 


209 S:STATE ST: CHICAGO:ILL: 


FOR ITSELF «- IN 


INCREASED BUSINESS 
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CLAWIFIED ann WAN 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 








SALESMEN WANTED 


SALESMEN WANTED 


LINE WANTED 














A manufacturer of women’s shoes, re- 
tailing at $6.00 to $6.75, in welts and 
light-soles, to be nationally advertised, 
may have openings in: 


1. New England States and part 
of New York State. 


2. North and South Carolina, 
Georgia and Florida. 


3. Arkansas, Louisiana, Missis- 
sippi, Tennessee and Alabama. 


This manufacturer prefers to hire men 
between thirty-five and forty-five years 
of age, who have been selling women’s 
shoes in these territories, and who 
either live in the territory or adjacent 
thereto. 


No doubt the men this manufacturer 
would be interested in already have 
positions in these territories, but he 
feels that the opportunity is large 
enough to invite inquiries from high 
calibre men who are producers and 
who believe in a brand. 


In your reply, please give age, ex- 
perience in territory, firms repre- 
sented and amount of annual sales 
for the past three years. ALL COR- 
RESPONDENCE WILL BE TREAT- 
ED AS CONFIDENTIAL. 


Interviews can be arranged. Spring 
line will be ready early in November. 


Address E-404, care 
BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 

















S ALESMEN wanted to carry as side line a 
complete line of house slippers, on commis- 
sion basis. Give full particulars in first letter. 
Address E-403, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





We have 200 active accounts in North and 
South Carolina waiting for a good salesman. 
Straight Commission. Representatives also 
wanted for New York State, Pennsylvania, 
Florida, Illinois and Wisconsin. 

THE GEO. N. COHEN CO. 
SLIPPERS AND BEACH SANDALS 
ALWAYS AT LESS 
81 Reade St. New York City 











XPERIENCED salesmen: established manu- 

facturer of shoe cleaners, polishes and 
waterproofers, attractively packaged in bottles 
and tubes. Interested in salesmen with estab- 
lished following who can use the additional 
weekly commission check which our side-line 
affords. Give references and details. George 
U. Hammond Co., Inc., 129-135 Pearl Street, 
New York City. 





EXPERIENCED salesmen now _ carrying 
women’s or children’s line, to handle fast 
selling complete men’s line as side line. Com- 
mission basis only. Territories: Wisconsin, 
Illinois, Indiana, Iowa, Michigan, Minnesota. 
Address E-409, care Boot & Shoe Recorder, 209 
So. State St., Chicago, Il. 








POSITION WANTED 


SHOE Buyer and Merchandiser — Men's, 
women’s and children’s shoes, thoroughly ex- 
eae en 5th Avenue, New York, experience; 

ught for retail chain of stores and merchan- 
dised ten years. Competent to handle any 
trade. Unquestionable references as to integ- 
rity, etc. Available immediately. Address 
E-401, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 











MANAGER WANTED 


Wa NTED for Chicago and suburbs: The best 

and cheapest line of Women’s Style Shoes in 
America on a Commission Basis. Must be 
Styled to the Minute. Have had years of 
experience. Address E-399, care: Boot & Shoe 
— 239 West 39th Street, New York, 





SOUTH AND SOUTHWEST 


Well-known shoe salesman who has 
for over 25 years successfully sold 
men’s shoes to the retail trade 
throughout the South, Southwest 
and Pacific Coast is available for 
the coming season. He is desirous 
of securing a good line of men’s pop- 
ular priced shoes; has a good follow- 
ing among the best rated buyers. 
His clean record over a period of 
years should recommend him to any 
reliable manufacturer. Best of ref- 
erences furnished. 
For further particulars 

Address E-400, Care 

BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 











W ANTED— Popular priced factory line for 
volume and dealer trade in Central States. 
Address E-406, care Boot & Shoe Recorder, 
209 So. State Street, Chicago, Ill. 





ANT to connect with manufacturer of 

women’s welts retailing from five to seven 
dollars. Territory, New York and vicinity. 
Over twenty-five years’ experience as. manu- 
facturer and salesman. Successfully marketed 
and created big demand for semi-orthopedic 
lines. Control trade mark with option of 
patents. Have sold largest accounts all over 
the United States. Can design and develop 
lasts. Address P. O. Box 54, Times Square 
Station, New York, N. Y. 





W ANTED— Managers for Ladies’ Novelt: 
Shops. $200 to $500 cash bond required. 
Towns in Michigan open. Address E-408, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





FACTORY SUPT. WANTED | 


SHOE Stylist and all around factory man, 
capable creating snappy line Women’s compos 
to retail at $2.00. Only interested in a man 
of proven experience. Address E-405, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








ELL known successful salesman—contacts 
with largest department stores and retailers 
from coast to coast, is open for good women’s 
line. Address E-407, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





New Manager 


BIRMINGHAM,  — 4. R. Silvey 
has been appointed manager of Burt’s 
Shoe Store, 212 North Twentieth 
Street. He was transferred here from 
the company’s store at Kansas City. 





address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
(<— Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seq 
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Chain Store Efficiency 
records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, IIl. 





BROOKMIRE 

COR PORATION 

announces with great pleasure that 
MAJOR L. L. B. ANGAS 


has become associated with them as 
Economic Adviser 


i i 


Major Angas enjoys an international reputation for his accurate 
economic forecasts. One of his best known books—The Coming 
American Boom—written from London, in July, 1934, accurately 
projected the future for the American stock market. Other 
volumes over the past fifteen years have been equally correct 
in their predictions. Major Angas’ views will be issued by 
Brookmire in a special bulletin (The C ator) the an- 
nouncement issue of which will be mailed upon request. 


Write for Bulletin K 39 
BROOKMIRE CORPORATION, 551 FIFTH AVENUE, NEW YORK 
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WANTED TO PURCHASE 





MERCHANTS’ NEEDS MERCHANTS’ NEEDS 











Buyers of Surplus Stocks 


We fo buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone Werth 2-5377 and 5378 





Dr. Pyle Foot Oscillator || A PHENOMENAL SUCCES 


improves impaired or sluggish circulation by imparting 
to the soles of the feet soothing, invigorating oscilla- 
tions; stimulates nerve terminals; increases circulation of f 
the feet; breaks = x. f 
hesions. Brings to 

customers INSTANT NT 
foot relief. Makes fit- 
ting easier and quicker. 
Steps up sales and 
Now in use by 










snes Hints aii lial n 











CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, ee Beek, 
Saks—5th Avenue, Melville, Bostonian, 
BARIS SHOE COMPANY, So 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Church 

Phone Barclay 7-7887 New York City 


















leading department 
stores and retailers 
throughout the country. 
Full details on request. 
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THE DUNDE SHOE RESHAPING 
MACHINE 


A Sensational Shoe Reshaping Machine. 
Practical for conforming of shoes. Eco- 
nomical operation. Eliminates slipping at 
heels, gapping at sides. Practical for 
every fitting need. Dealers everywhere 
are satisfied users. Send for catalog. 


Write sour nearest distributer DUNDE SHOE RESHAPING DEVICES, INC. 

Boston Store Shee Dept., ey mW. 13 EAST 37th ST. YORK, N. Y. 

Vi-Ped-Ex Co, of New York, 13 E. 37th St., N. c. 
Marmer’s, 3626 Warsaw Ave., Cincinnati, onte 


























Purchases Shoe Store 


Pierre, S. D.—Raymond D. Bross, 
manager of The Pierre Bootery, has 
recently purchased the entire interest 
of the store. He will continue both of 
his stores in Pierre, with C. W. Beiter 
as manager of the Fashion Shoe Shop. 

Business for Fall has started with 
good prospects for high-grade shoes. 
Colors are leading in browns and 
blacks, with a strong tendency for blues 
and greens. Suede with reptile and calf 
trims and fabrics with patent trims are 
taking first place in sales. 

Owing to better conditions in the 
west and the capital city, business 
should show a substantial increase over 
last year. 





Additions to Sales Staff 


ATLANTA, GA—J. H. Harris and 
D. W. Hicks have been added to the 
sales staff of the Nisley Shoe Store at 
68 Whitehall Street. Mr. Harris is con- 
nected with the new orthopedic depart- 
ment of the store, while Mr. Hicks will 
be with the regular shoe department. 








Buys Vitality Store 


SaLT LAKE City, UTAH — Parley 
Maughan, formerly of the Vitality 
Shoe Store here, has purchased the Vi- 
tality Shoe Store at Ogden, Utah, and 
assumed active managership of it. 
George Jenkins, previously of the Paris 
Shoe department, has replaced Mau- 
ghan at the Salt Lake City store of Pp A R A G |) N 
Vitality. Shoe Stretcher, Lengthener 
and Vamp Easer 

Made in U. 8. A. 








ee 
New Advertising Manager (PHE latest and last word. Will 
7 outwear twenty-five wooden 
ATLANTA, GA.—Morris Gordon, for- Stretchers—in fact lasts a life-time. 
merly of Macon, Ga., and for a number ta ple yb 6 Se ae ee 


of years identified with the advertising 
and shoe business, has come to Atlanta 
as advertising manager of the Edwards LAING, HARRAR & CHAMBERLIN, Inc. 


Shoe Stores, Inc. SOLE AGENTS 
43 NORTH THIRD ST. — PHILADELPHIA, PA. 


Price $15.00 Through Your Findings Dealer 




















Personnel Changes 


SaLtT LAKE City, UTAH— Milton | store, is now managing a shoe store in 
Bess, formerly of the Keith O’Brien, | Pocatello, Idaho. Frank Martin, for- 
Inc., shoe department, is now con- | merly with the Lewis Ladies Store, 
nected with the Walk-Over store. Lloyd | Provo, Utah, has returned to the Keith 
Watson, previously with the latter | O’Brien department. 














qG 





¢ 


BOOT AND SHOE RECORDER, September 7, 1935 


To 
Our Advertisers In This Issue 





New Bags Are Dramatic 
[CONTINUED FROM PAGE 36] 


shoes, lose their own smartness. 


this Fall that will liven up your front 


counter . make women stop, look 
and buy. The first is saddle detail— 
stitching leather thongs—all these 


tailored touches that blend beautifully 
with tailored shoes. The second is gold 
trimming—big, dramatic, odd fasten- 
ings to catch the eye. The third is the 
jewelled belt. How could you get a 
more attractive tie-up than a_ black 
suede shoe with a black suede.belt en- 
crusted with Renaissance jewels? In 
belts, as bags, there is drama this Fall 

. and dramatic accessories are what 
women want. 


Washington Store Modernized 


WASHINGTON, D. C.— The 


its face lifted for the Fall season. The 


lowed, and consequent modernization 
throughout. They will go in for sharp 
corners, bright colors and much cut 
glass. The usual accessories will be 
sold. 

Manager E. W. Berran told the Boor 


business had been so much better than 
at any other time in the history of the 
shop that they decided on fixing up for 
more space. The new design gives that 


tered aisles of chairs, placing them 
against the walls instead. 





Western Note in Shoe Ad 


shoe publicity was struck recently by 
B. Siegel Company, Detroit, in their 
advertising for the new Fall lines. A 
cut of a cowboy standing over one of 
the shoes, with some cacti appropri- 
ately sprinkled at heel and toe, helped 
out the atmosphere, with a brief de- 
scriptive text below. 





. To Open New Shoe Store 


SoutH HADLEY, Mass.—Edward A. 
Glesmann will open a shoe store in 
South Hadley Center about Sept. 15. 
It will be called the E. & J. Bootshop. 
John Kennedy of Greenfield, for many 
years in the shoe business there and 
former executive of the Greenfield 
Chamber of Commerce, will be man- 
ager of the store. 









space through elimination of the cen- | 


DETROIT, MicH.—A western note in | 





AND SHOE RECORDER correspondent that | 


There are three fashion notes in belts | 


Thom 
McAn F Street branch here is having | 


recent trend toward removal of stock | 
from the customers’ view will be fol- | 
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1030 


1330 


This spring you'll need a good proportion 
of formal shoes in navy blue . . . shoes to 
wear with navy blue silk suits, town coats, 
and prints of a season gone feminine. Detail 
them in satiny, fine grained kidskin of the 


traditional New Castle tannage, choose 





the color that has brought you business 


through a series of navy blue springs. 


( Blue 
New Castle 1330 





Sandalized Town Oxford 
in Marine Blue, No. 1330 








); a Cu stle OV ion Aled (Kid Coihiies 


100 GYold Atree!, (New QYork City 
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e IT is only through consistently 

dependable performance that 
confidence is established and su- 
periority won. 


e YOU have confidence in Levor 

white washable kid through its 
proven reliability, year after year, as 
a sales-builder and satisfier of ser- 
vice requisites. It is difficult to think of 
any other single entry in upper stock 
which gives you anywhere near the 
same assurance of a long season's 
volume business and accruing prof- 
its as does Levor white kid. 


e THERE is added satisfaction in 
knowing that you are passing 

along to your customers full value, as 

well as the utmost in white beauty. 


e YOUR confidence in “THE 

WHITEST WHITES” as your 
best source of profits in 1936 is 
eminently justified. 


G. LEVOR & CO., INC. 


Tanners over 59 Years 
GLOVERSVILLE NEW YORK 
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BLACK PATENT...COLORED PATENT...AND THE NEW 
FANCI PATENT 


to achieve these two outstanding patterns for Fall and Winter. Spe- 
aTol IE Se Miami ial-Miilol diate Rolaetelel-talolmtalel- Mist) Malohivlael hiv damon ol-Lalol CSc) 


in the tanning of patent leather to obtain the finest, safest and newest. 


ml Lhial fin poutentl can be 
Golkel IV NGMTANINIINIC (52 COMPANY BOSTON 
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ANNOUNCING — 


The NEW Foot-so-Port Shoes for Women 
Made Under the Famous Health Spot Patents 


IN STOCK NUMBERS READY FOR IMMEDIATE 


y | DELIVERY * * MAIL IN YOUR ORDERS NOW! FOOT: SO- PORT 





FS-200 Black glazed kid, steel grey 
fancy stitch with perforated vamp, 
(not punched yet $5. pes 
FS-201 Brown awn fancy 
stitch, same as FS 900. 5575. 
Last No. 4 3/4 counter, 14/8 
scuff proof wood heel. 
In Stock. 
AAAA 
AAA,A 
B,C, D 
E, EE 


FS-300 Black glazed kid, steel grey 
fancy stitch. 
FS-301 Brown kid, fawn’ fancy 
stitch. $5.75. 
Last No. 5, 3/4 counter, 16/8 
scuff proof wood heel. 
In Stock. 


FS 304 Brown kid, Brown Calcutta 
lizard calf trim. $5.50. 

FS-302 Black satin kid, black Cal- 

cutta lizard calf trim. $5.50. 

Last No. 5, 3/4 counter, 16/8 
built up leather heel. 

Make up: Delivery 4 weeks. 

AAAA Zz to Il 

AAA,A 4, to Il 

B,C 3% to Il 


FS-100 Black kid, steel grey stitch. 
$5.50. 


FS-101 Brown’ kid, fawn fancy 
stitch. $5.75. 
Last No. 3, 3/4 counter, 12/8 
scuff proof wood heel. 
In Stock. 


FS-303 Black satin kid. $5.50. 
Last No. 5, 3/4 counter, 16/8 
scuff proof wood 1. 

In Stock. 
AAAA 7 toll 
AAA,A 4% to Il 
B,C, D 3Y, to Il 


FS-205 Black glazed kid, 14/8 built 
up leather heel. 5 
FS-206 Brown kid, 14/8 built up 
leather heel. $5.50. 
FS-267 Blue kid, we scuff proof 
woc $55, “ae, Ly £2 

t No. 4, 3/4 counter. 


i eo K. 
AAAA a 
AAA,A 5 
B,C, D au, 
E, EE 3Y 


FS.202 Black glazed kid, pearl grey 
fancy stitch, 14/8 scuff proof wood 
heel. $5.50. 
FS-203 White kid, self stitch. $5.75. 
FS-204. Black ooze calf, 14/8 covered 
wood heel. $5.75. 

Last No. 4, 3/4 counter. 

In Stock. ‘ 


5 
3, 
3% 


Foot-so-Port Shoes have been developed 
to meet the demand for a light-weight, 
dress shoe for late afternoon and eve- 
ning wear, that would still be strong 
enough to give proper support to weak 
feet .. . These shoes combine style and 
perfect fit with comfort and correct foot 


support. 


(1) Correct lasts allow normal relaxed 
fit across the forepart of the foot, in- 
suring free blood circulation necessary 
to foot health and comfort. 


(2) Foot-so-Port shanks are triple cor- 
rugated steel, extra wide and strong. 
They are made to fit each different type 
of Foot-so-Port last. 


(3) Special ‘Heel-Fitter’’ construction 
insures neat, snug ankle and heel fit. 
Foot is held firmly back in shoe and not 
allowed to slide forward, cramping 
toes. 


(4) Foot-so-Port shank, insole and 
heel are firmly fastened together which 
prevents shank and insole from slip- 
ping out of place and keeps the heel 
of the shoe from tilting. This patented 
feature gives Foot-so-Port Shoes the 
strongest wood heel construction ever 
produced. 


The agency for these shoes is not avail- 
able in all cities, but may still be open 
in your city ..... Write for complete 
information. 


TERMS — 5% 20 DAYS, 
30 DAYS NET 


25c Per Pair Packing Charge 
on Less Than Three Pairs. 


FOOT-so-PORT SHOES, Inc. 
37 Canal Street 
ROCHESTER NEW YORK 
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WOMEN’S NOVELTIES 


(IN-STOCK) 
To Retail at $9 and $3 


14, 


at 














WE ARE COOPERATING WITH 
THE NATIONAL BOOT AND SHOE 
MANUFACTURERS ASSOCIATION 
IN CONTINUANCE OF MINIMUM 
WAGES. MAXIMUM HOURS. AND 
CHILD LABOR REGULATIONS. 
UNDER WHICH THE SHOE MANU- 
FACTURING INDUSTRY HAS BEEN 
OPERATING. OUR MERCHANDISE 
IS MANUFACTURED UNDER 
THESE CONDITIONS. 











’ Write for an E-] salesman to show you 
the complete line. 


3519—Black Embossed Suede and 
Kid Pump, 19/8 Continental 
Heel. Cem-Pro. Sizes 
Widths B/C ..........++- $1.50 
3520—Same in Brown. 


3530—Black Kid and Embossed 
Suede Tongueless Tie, 19/8 
Continental Heel. Cem-Pro. 
Sizes 3/9. Widths B/C...$1.50 
3531—Same in Brown. , 


3495—Black Embossed Suede 7 
Eyelet Tongue Tie, Patent 
Trims, 19/8 Continental Heel. 


3496—Same in Brown. 
3497—-Same in Black Kid with 
Persian Trims. 

3498—Same in Blue. 





4373—Brown Alligator Oxford, 
17/8 leather heel. Cem-Pro. Sizes 
3/9. Widths A, B, C..... $2.10 


| ENDICOTT -JOHNSON 





When writing advertisers please mention Boot and Shoe Recorder 








a itacaieiat: 
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erlain (Charm 





THE fashion minded women in 
your community are ready now to 
select their new Fall shoes. Give 
real consideration to this new line 
| of Endicott-Johnson Novelties. 
Theyre ideal for your Fall Style 
Promotion. 


The shoes illustrated on these 
| pages are new and different. 
Theyre just the types that will ap- 
peal to the woman to whom style 
means everything. 























But there's more than style in this 
exciting new line. There is good 
leather, fine workmanship and 
real fitting Qualities. 


Take advantage of Endicott- 
Johnson's in-stock, Quick Delivery 
Services. 





4365—Black Suede 7 Eyelet 

















Tongue Tie, Black Calf Trims, 4361—Black Suede Tongue Tie, 
4 19/8 Continental Heel. Cem- Patent Trims, 19/8 Continental 
By bt Sizes 3/9. Widths A, B, Heel. Cem-Pro. Sizes 
ee, Sener $2.10 Widths, A, Cc 


B, sees 
4362—Same in Brown. 





3 $366 Same in Brown. 









4374—Brown Alligator Strap. 3538—Brown Aiaster Oxford, 
17/8 Leather Heel. Cem-Pro. 17/8 Leather Heel. Cem-Pro. 
Sizes 3/9. Widths A, B, C.$2.10 Sizes 3/9. Widths B/C. ..$1.50 


NDICOTT, NW SewSork ant 


When writing advertisers please mention Boot and Shoe Recorder 
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A sale must be made before a profit 






‘an be earned. That’s why it’s im- 






portant to know that Florsheim 









Shoes are the fastest selling line of 


fine shoes in the world. One reason, 
In Stock: 


THE Saxon, S-613, in black Aragon 
Calf —a new winter weight brogue. 


among others, is that Florsheim 


during its entire business history of Also in brown Aragon Calf. S-614 
nearly fifty years has steadfastly made weineeuenne* ys 

$ MOST STYLES 
only one grade of shoe—the best. Some Sivies $1.0 





THE FLORSHEIM SHOE 


THE FLORSHEIM SHOE COMPANY @ Manufacturers © CHICAGO 












When writing advertisers please mention Boot and Shoe Recorder 








